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Rough Proofs 


“Radio in every room” is the 
slogan of a new campaign hatched 
by the Radio Manufacturers’ As- 
sociation. 

Only old-fashioned people want 
to sleep, anyway. 


i id 


The Creative Man lists the| 
names of some of the perfumes | 


now being advertised with sinful 
connotations. 
appropriate for an errant husband 
to present to his ever lovin’ is 
“My Alibi.” 

- _ \ 

People who have always in- 
sisted that luxuries belong in the 
classification of necessities have 
found support from the Council 
of Economic Advisers, which 
yields on semi-luxuries, at least. 

> 

‘“‘Most readers per dollar’ is the 
theme song of magazines these 
days. If this keeps on, the ABC 
will consider quietly retiring to 
the old folks’ home. 

7 

“There’s an adage, ‘Be not the 
first by whom the new is tried, 
nor yet the last to cast the old 
aside,’”» Bob Arndt is quoted as 
saying. 

Why not credit Pope and make 
it “lay the old aside’’? 

¥ Vv 

“Perspiration doesn’t distinguish 
between blondes and brunettes,” 
says a release. 

No, but they say blondes get 
warm quicker. 

. 9 

Caffeine and nicotine have 
taken a lot of hard knocks, but 
the public continues to increase 
its purchases of the notorious 
products that contain them. 

7, 2 F¥ 

Fewer advertisers are calling it 
“Xmas,” so maybe the campaign 
of Rough Proofs and a few hun- 
dred others over the years is be- 
ginning to have some effect. 

ak ee 


A promotion manager recently 
commended warmly a_ business 
paper which he said has never 
been a crusader. Maybe it has 
done well financially, but it hasn’t 


d much fun. 


~~ © F 
, certain manufacturer proudly 
" tifles his product as “the 
a-test name in door chimes.” 
t Fuller Brush will continue to 


' tthe greatest name in ringing | 


em, 
, F ¥ 


Agrency men and 


oO 


ultural products at 
papers’ Harvest Party in Chicago 
admit that this is the most pain- 
less method of absorbing market 
information. 
ee 
Gladys the beautiful receptionist 
Says she sees another new founda- 
tion has been organized, and she 
tninks it’s amazing how the girdle 
isiness keeps on growing. 
™ ¥ F 
Connie Mack, celebrating his 
ghty-fourth birthday, thinks the 
ay to keep young is to remain 
active in baseball. Taylor Spink 
and Sporting News agree. 


Copy Cus. 


Probably the most | 
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THE MitwaukKer Roan 
NEED NEW HOME?—The Milwaukee 
Road is launching a new campaign in 
magazines and newspapers offering 
companies full information about avail- 
able industrial sites. Roche, Williams & 
Cleary, Chicago, is the agency. (Story 
on Page 5.) 


Alcoa’s Problem: 
How fo Make ‘46 
Budget Do ‘47 Job 


PITTsBURGH—With costs of prep- 
aration and of space 15% higher 
than a year ago, Aluminum Com- 
pany of America has been forced 
to “spread itself” a bit to make the 
same $2,000,000 advertising bud- 
get for 1947 do a more efficient 
job than in 1946, an executive 
|told AA. 

“While our sales department and 
management wanted us to do as 
|much advertising as we had been 
| doing,” he explained, “the index 
|was dollar expenditure and not 
'number of pages of space.” 
| Another Alcoa problem, which 
ino longer is typical of many other 
companies, is that “our manage- 
/ment does not want us... to 
|write copy that could be inter- 
preted as a bid for immediate 
business. At the same time, we 
are not permitted to say to our 
readers, ‘You can’t get it now.’ ”’ 

Alcoa’s program will remain 
flexible to meet any changes that 

(Continued on Page 35) 


More price cuts? 
See 


this week: 


Philco Outputat 
All-Time High; 
Record ‘47 Seen 


| Radio, Refrigerator 
Orders Double ‘41; 
‘Happy with Crosby’ 


Ey 


YOU HAVE MADE 
Budweiser 
| THE MOST POPULAR BEER IN HISTORY 


Inquiries about why enough Budweiser is not yet available 
have become so numerous that we ask our good friends 
everywhere in America to remember these facts 
Yn toemamd Sas cate bet the meet 
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ANHEUSER-BUSCH SAINT LOUIS 


THE CHAMPION—Although Budweiser 
production is at a peak, Anheuser-Busch 
explains in this page message in news- 
papers, demand is so great that dealers 
still are being rationed, “equitably if 
not abundantly." Its postwar expansion 
program, to keep Budweiser “the most 
popular beer in history,’ will start as 
soon as possible. 


PHILADELPHIA—The market-| 
wise, quick-producing Philco Cor- 
poration, proud of its reputation | 
as the world’s largest radio re- 
ceiver manufacturer but cagey 
about divulging actual dollar or 
unit production figures, came forth 
last week with some pace-setting 
postwar claims and a few pre- 
dictions of Philco things-to-come. 
Production of receivers during 
the second week of December was 
| greater, both in number of units 
|) and dollar value, than ever before 
jin Philco’s history, the company 
| told AA, and indications were that 
this record would be surpassed be- Tampa Newspapers 
fore the month’s end. 
A “very substantial and in- . . ' 
creasing percentage” of Philco’s Fight City $ Tax 
output now consists of larger Lf 
model sets, including radio-phono- . 2 
graphs and FM receivers. license Ordinance 
Retail Prices Readjusted 
“Returning to a price structure! Tampa—The Tampa Times and 
which conforms ,to logical mer-| Tribune have appealed to the 
chandising principles,” the com-| Florida Supreme Court from a 
pany announced a “readjustment” | lower court ruling that upholds a 
of retail prices on two dozen re-|Tampa ordinance imposing a li- 
ceiver models now in production, | cense fee on publishers here. 
effecting an over-all increase of 
2.3% in prices but  reducing| provides for an annual license tax 
slightly the price of two five-tube|on newspapers and other pub- 
table models (Model 200 was re-|lishers, the tax varying according 
duced from $21.55 to $19.95, mak-|to gross receipts at the same rate 
ing it “the lowest priced five-tube | such a tax applies to merchants. 
set offered by any standard brand The two newspapers assert in 
manufacturer.” Model 200-1 was|their brief on appeal that the 
reduced from $21.90 to $20.95). lower court erred in not finding 
The company has “ploughed | (1) 
back” earnings heavily to 
strengthen its position. A year-|tion to any license, (2) that the 
end dividend issued to Philco|tax restricts circulation and (3) 
common stockholders last Mon-|that it gives the city’s officials un- 
day was accompanied by an earn-|due rights to search through the 
(Continued on Page 38) (Continued on Page 39) 
. 
Last Minute News Flashes 
Starts National Drive for ‘Mail-a-Voice’ 
CLEVELAND — Brush Development Corporation, which began its 
“Mail-a-Voice” campaign in November with department store and 
spot radio advertising, has started a national drive using magazines 
and electrical merchandising business papers. Distribution is con- 
fined to New York, Buffalo and Cleveland, but other markets are 
being opened up. In February, the company will begin a campaign 
for its “Soundmirror,’ and has scheduled American Home, Fortune, 
The New Yorker, The Saturday Evening Post and Time, as well as 
the same list of business papers. McCann-Erickson is the agency. 
E-Z-Do to Use First Color Ads 
New YorK—E-Z-Do, manufacturer of storage wardrobes and chests, 
| will introduce its 1947 line, via Reiss Advertising, in what is believed 
| to be the industry’s first color advertising, in page space in Good 


‘In Washington,’ | /ousekeeping and The Saturday Evening Post, supported by black- | 


and-white insertions in American Home, Better Homes & Gardens, 


Page 28. Other features | House Beautiful, House & Garden, Ladies’ Home Journal, Parents’ 


| Magazine, Today’s Woman, Woman’s Day and Woman’s Home Com- 
| panion. Seven business papers will also be used, plus dealer and 


| Ad-libbing 12| point-of-sale material. 

| Admen Coming Back 35 ° - 

| Caiatiamat Stave Bales io| Plans First Shredded Wheat Radio Spots 

| Editorials 12 New YorK—National Biscuit Company, through McCann-Erickson, 


| Feature Page 33 
| Getting Personal 

| Information for Advertisers 
Photographic Review 


30| Wheat breakfast cereal next Feb. 1. 
12! in two 13-week cycles, the second starting in September. The spots 


' will launch its first nationwide spot radio campaign for Shredded 
About 150 stations will be used 


already have been placed on a few stations, including the Arthur 


Private Lines 24! Godfrey program on WCBS, New York. 
Rough Proofs 1] a 
Voice of the Advertiser 26 (Additional News Flashes on Page 39) 


New Haven Opens 
Throttle in Fight 
on Airline Rivals 


that the U. S. Constitution | 
exempts publishers from subjec- | 


Railroad Tells Traffic 
_ of Weather Delays in 
_ Newspaper Campaign 


New YorK—With the end of the 
war, and the end of the priority 
|system on airlines, many a rail- 
road man realized what he had 
|long suspected—that the airlines 
were tough, tangible competition 
for passenger revenue. Many a 
railroad advertising manager 
thought briefly of touching on the 
subject in his advertising, decided 
ito sidestep it for more conven- 
'tional themes: new equipment, 
|the travel areas served by his 
‘line, contributions to schools 
| through: taxes, the time-table. 

One of the few railroads which 
didn’t sidestep is the New York, 
|New Haven & Hartford, which 
|during the war had utilized the 
famous sentimental series begun 
|by “The Kid in Upper 4.” It as- 
/sayed its competition and ‘started 
/highballing into battle. 
| In mid-October, the railroad, 

gether with its advertising 
agency, Walter Weir, Inc., settled 
‘on ‘a consistent small-space cam- 
| paign, stressing one theme: “When 
you’ve got to get there—take the 
train.” 


Airlines Invade Field 


The New Haven, cutting north 
|'along the Sound from New York 
\to Boston, runs through a foggy 
|area, a region famous for unpre- 
'dictable and unpleasant weather. 
| But despite the weather, three air- 
|lines eventually began to make 
ithe hop. In the beginning, only 
‘American Airlines had a Boston- 
New York service, but later both 
Eastern and Northeast eame into 
the picture, plus a group of non- 
scheduled operators. 

To dramatize the area’s uncer- 
|tain weather, the New Haven has 
i|devised a weather chart, which 
depicts in dramatic form the days 
on which rain, fog or snow may be 
'expected in Boston, Hartford and 
|New York. “Uncertain weather 
— out of three days,” the chart 
says gloomily—and the chart is 
| pert of a mailing piece which will 


Railroads Plan 
$1,000,000 Drive 


WASHINGTON — The Association 
of American Railroads, which car- 
ries the ball for most of the rail- 
roads in the country, will spend 
about $1,000,000 in advertising 
during 1947. 

This appropriation, approxi- 
mately the same as that for 1946, 
will be spent in magazines and 
farm publications. The theme of 
the campaign will be “about the 
Same as this year,’ an informed 
source said. This year the railroad 
group eschewed the airline con- 
troversy, stuck steadily to its story 
of railroad contributions to com- 
munity life and to schools by serv- 
ice and taxes, 

3enton & Bowles, New York, is 
the agency, with John Cobbs ac- 
count executive. 


The ordinance, adopted in 1945, | 
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be sent to executives of large com- 
panies, 

The newspaper series, being 
small space, consists principally of 
an illustration, a headline, the 
slogan and signature. In the first, 
a man gazes skyward at the rain 
pelting his window, the headline 
asks “Weather got you down?”, 
and the slogan adds: ‘When 
you’ve got te get there, take the 
train.” 


Runs in On-Line Cities 


The newspaper ads appear in 
on-line cities wherever the New 
Haven meets air competition. 

One advertisement, which 
showed a barometer with its in- 
dicator quiverinz et “Changing,” 
was headlined “Whichever way it 
goes, remember: When you’ve got 
to get there...” This brought a 
scream from airline admen, one 
of whom said vehemently to AA: 

“T den’t mind competitive ad- 
vertising. But that ad... that 
campaign ... is absolutely un- 
ethical, as far as I’m concerned.” 

In New Haven’s advertising of- 
fices, the campaign is the subject 


of pride and glee. The line can’t} 


check results of the drive, except 
to report that it gets “lots” of 
congratulatory letters and tele- 
grams, and other enthusiastic com- 
ment. But still in the works are 
other mailing pieces, and more ads. 


Booklets Handed Out 


Each day, when weather grounds 
the planes at Newark and La- 
Guardia, and in Boston’s airport, 


|loads of green beoklets called ‘“‘The 


Prodigal Son (modern version)” 
are heaped on New Haven trains, 
and distributed to the passengers. 
This booklet reports a fanciful 
conversation between a confirmed 
airline passenger who has been 


grounded, and his companion in 


the train. 
versation: 

“Don’t see why the railroads 
can’t anticipate this,’ said Thad- 
deus. ‘Why can’t they put on ex- 
tra cars? They know the airlines 
passengers are grounded. They 
know they can’t go any other way. 
I’ll bet they have only one diner, 
too.’ 

““*And only one engine,’ said the 


A sample of the con- 


little old lady with the reticule. 

“*Airplanes have two engines,’ 
said Thaddeus. ‘Some have four. 
No wonder the airlines do so well.’ 

“‘*Rxcept in bad weather,’ said 
the little old lady. 

“Well ... The airlines do the 
best they can... Nothing’s perfect. 
Yet.’ 

“‘The railroads run in any 
weather,’ said the little old lady.” 

The New Haven thinks it is get- 
ting results, and believes other 
lines could copy its approach, and 
possibly the Association of Ameri- 
can Railroads, whose dignified 
copy has not yet deigned to notice 
the shadow of wings. 


Pogue Appoints Petty 


James W. Petty Jr., sales pro- 
motion manager and director of 
advertising, has been appointed 
merchandise manager of H. & S. 
Pogue Company, Cincinnati de- 
partment store, succeeding Sydney 
E. Goltra, who has resigned to 
open his own business in Cin- 
cinnati. Budd Gore, who has been 
with Marshall Field & Co., Chi- 
cago, will succeed Mr. Petty. 


-- and it was such 
a powerful ad, too? 


Ky wap EVERYTHING . . . including excellent position. It just couldn’t miss. 


Yet there it was, slumbering in the inky folds of a tightly rolled newspaper. 
He’d gulped his breakfast, dashed from the house and missed his bus. What 
a time to try to sell him anything! 


People in Indianapolis and the 33 surrounding counties . . . blanketed 


by The Indianapolis News . . . do rush to work in the morning. That’s 


why The News, an evening paper which they read when they’re relaxed, 


exercises greater reader influence than any newspaper in this market. Cus- 


tomers in central Indiana have time to read—and heed—advertising in 


The News... where the right ad catches the right reader. 


THE INDIANAPOLIS NEWS) 


A —IN DAILY CIRCULATION 
—IN DAILY ADVERTISING 
—IN THE HEARTS OF HOOSIERDOM 


DAN A. CARROLL, 110 £. 42nd St., New York 17 © J. E. LUTZ, Tribune Tower, Chicago 11 e JOS, F. BREEZE, Bus. Mgr., Indianapolis 6 


OWNING AND OPERATING RADIO STATION WIBC 
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‘Outlaw’ Court 
Battle Continues 


Over Sexy Ads 


New YorkK—‘The Outlaw,” the 
juvenile delinquent of the motion 
picture industry, was still the sub- 
ject of court action in New York, 
as New York city officials an- 
nounced they would appeal a State 
Education Department ruling that 
it could not accept exhibits of al- 
legedly salacious advertising in 
California and other states. 

At the same time, attorneys for 
Howard Hughes, the producer, 
said they were filing suit against 
City. Lieense Commissioner Ben+ 
jamin Fielding and Police Com- 
missioner Arthur W. Wallander, 
asking a declaratory judgment and 
a restraining order preventing the 
city officials from censoring the 
picture or interfering with its 
showing. 

Us usual, ever since Hughes 
spectaculars draped Jane Russell 
on a haystack in San Francisco five 
years ago, the controversy cen- 
tered on advertising at the state 
board hearing. 

The state agency held its au- 
thority over film advertising was 
confined to New York, and found 
no ground for barring the film 
(which it had previously licensed) 
despite Commissioner Fielding’s 
contention that the film’s advertis- 
ing capitalized on the outstanding 
charms of its star, and featured 
slogans such as “How would you 
like to tussle with Russell?” 


Based on Ads 


Dr. Ward C. Bowen, acting di- 
rector of the motion picture divi- 
sion of the department, told re- 
porters his agency had not con- 
sidered the content of the film. 
“Mr. Fielding’s petition was based 
upon the advertising for the film 
and not its content,” he said. Mr. 
Fielding had characterized the ad- 
vertising as “obscene, indecent, 
immoral and of such character 
that its exhibition tends to cor- 
rupt morals and incite to crime.” 

“The Outlaw” has had a hectic 
legal history in New York. It was 
first licensed for showing five years 
ago, and was scheduled to open 
Oct. 26, 1946. The three Times 
Square theaters scheduled to show 
it were notified by Commissioners 
Fielding and Wallander that their 
licenses would be revoked if they 
exhibited the picture. 

When the operators canceled 
their contracts, United Artists Cor- 
poration (which distributes the 
film for Howard Hughes) sought 
a Supreme Court order com- 
pelling the exhibition. Justice 
Carroll G. Walter refused the ap- 
plication and his decision was up- 
held by the Appellate Division. 
Without written permission from 
the appellate court, the producers 
may not take an appeal to the 
State Court of Appeals. 


United Artists Loses Case 


Associates withdrew their orig- 
inal approval of the picture, 
United Artists sued the associa- 
tion, but was unsuccessful in fed- 
eral court and in the circuit court 
of appeals. 

The education department’s re- 
fusal to rule was a shock to city 
officials, in view of the successful 
court actions. City officials had 
sought to have the state license 
revoked. “The Outlaw” is now 
being shown in 40 states, Great 
Britain, Canada and Latin Amer- 
ica. Its box office record, boosted 
by the publicity which its legal 
battles have brought to it, has been 
phenomenal, offsetting the reac- 
tions of critics who have gen- 


erally found the picture unpalat- 
able. 


Also, when the Motion Picture | 


Tip-Top Curler 


Magazine Drive 
to Be Quadrupled 


OmMAHA—Tip-Top Products Com 
pany, maker of hair curlers an 
wave clips, will launch an ex 
panded advertising campaign 
breaking in February issues 0 
women’s magazines, to create ney 
demand for curlers. Four time 
as many magazines will be used a: 
were employed in 1946. 

New two-color ads will have ai 
educational theme—how to creat: 
two specially styled hair-dos fron 
one Tip-Top curler setting. All ad, 
will offer a free booklet, “‘Profes. 
sional Hair Styling at Home,’ 
which includes many styling hint 
and instructions for creating 1) 
special hair-dos. . -».. 

The new theme is an outgrowtt 
of a survey by the company whic 
showed, first, that although mos 
women set their hair at home, on); 
a small percentage use curler; 
and second, most women do no 
understand how to use curlers ef. 
fectively. The campaign will fea. 
ture the “2-for-1” method of set. 
ting the hair once each day to ge 
both a morning and—by mere!; 
recombing—an evening hair style 

A. W. Lewin Company, Nev 
York, handles the account. 


Crain Named A.M. 
of Chicago Pump 


John E. Crain, assistant to th: 
advertising manager of Inlan¢ 
Steel Company, Chicago, has bee: 
named advertis- 
ing manager of 
Chicago Pump 
Company. The 
appointment be- 
comes’ effective 
shortly after Jan. 
1. His successor 
at Inland Steel 
will be William 
E. Geidt of Jo- 
seph T. Ryerson 
& Co. 

During the war 
Mr. Crain served 
with the combat 
engineers, Previously he was with 
Meyer Both Company, Advertis- 
ing Publications, Inc., and was edi- 
tor and advertising manager of the 
Shopping News, La Grange, III. 


Adds a Child Care Page 


The Pittsburgh Post-Gazette ha: 
inaugurated a Child Health pag? 
which will appear each Tuesday 
and will contain information on 
feeding, dressing. and teaching < 
baby, buying playthings and othe: 
necessities, and taking care of the 
mother. 


John E. Crain 


Appoints Harris Agency 
Little Folks Outfitters, Kingston. 
N. Y., manufacturer of infants’ anc 
children’s dresses, has appointes 
Ralph Harris, New York, to direc! 
its advertising. Newspapers and 
Sunday supplements will be used. 


@ Please help avoi 
hoarding or wea iste 


THE MARTIN CANTINE COMPANY 
SAUGERTIES, N.Y. 
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How to Reach 
A 10 BILLION DOLLAR MARKET. 


Huge Demands Will Continue 
Even After Backlogs Are Met! 


Here is a 10 billion dollar market for mass 
feeding and mass housing products used in institu- 
tions. It is made up of hospitals, schools, colleges, 
hotels, restaurants, government agencies and other 
institutions. It involves all products used in feeding 
and housing individuals in these institutions. These 
range from potato peelers... and the potatoes peeled 

. to paint . . . and the cleaning compounds used in 
maintaining the painted surfaces. 


The buying factors who must be sold in these in- 
stitutions range from dietitians to purchasing agents 
and involve a total of 157 different titles by actual 
count. 


The market is huge today because of deferred 
purchases and the American Public's increased de- 
pendence upon institutional services. It was huge 
before the war because of its vital relation to our 
everyday lives. It will continue huge even after cur- 
rent backlogs have been met. 


This market is reached each month through 
INSTITUTIONS Magazine and annually through 


Institutions Include.... 


INSTITUTIONS CATALOG DIRECTORY... the first 
publications to recognize the community of interest 
between all segments of the institutional field and the 
only publications which reach all of these related 
segments. Manufacturers .... . reach this market 
monthly through INSTITUTIONS Magazine with mes- 
sages in the form of display advertising ..... reach 
this market annually through INSTITUTIONS 
CATALOG DIRECTORY with catalog information to 
assist buyers and specifiers in the actual selection of 
the products desired. 


INSTITUTIONS Magazine and INSTITUTIONS 
CATALOG DIRECTORY offer manufacturers their 
most effective approach to the 10 BILLION DOLLAR 


INSTITUTIONAL MARKET. 


For further information on this market and on 


_ these publications consult your advertising agency or 


write to INSTITUTIONS Magazine and INSTITUTIONS 
CATALOG DIRECTORY, 1900 Prairie Avenue, Chicago 
16, Illinois. 


@ HOTELS @ YMCA's, YWCA's 
@ RESTAURANTS @ GOVERNMENT AGENCIES 
@ HOSPITALS @ INDUSTRIAL CAFETERIAS 
@ RAILROAD SYSTEMS @ CLUBS 
© sie tee @ OFFICE BUILDINGS 
@ JOBBERS, DEALERS 
@ SCHOOLS 5 = 
@ OTHER PUBLIC AND PRIVATE ee ae | 
@ COLLEGES INSTITUTIONS = ph amas | 
= a = ==: 
— | 


|. CONSULT YouR fit 


INS TITUTIONS MAGAZINE sno CATALOG DIRECTORY 


‘900 PRAIRIE AVENUE, :CHICAGO 16, ILLINOIS 


DVERTISIN "7 GENCY 
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Retail Stores Cut 
Newspaper Ads 


New YorxK—Stores with a vol- | the space they might have liked | 
|ment and specialty store volume 


ume of $5,000,000 or more spent a 
smaller portion of their advertis- 
ing dollar in newspapers during 
1945 than in 1943 and 1944, the 
National Retail Dry Goods Asso- 
ciation reported last week. In 
1945, stores spent 56 cents of their 
“publicity” dollar in newspapers, 
compared with 60 cents in 1944 
and 66 cents during 1943. 

The report, compiled by the as- 
sociation’s sales promotion divi- 
sion and_ controller’s congress, 


(2) an increase in display and 
radio advertising, and (3) a sell- 


er’s market in media which pre-| Edition of the Analysis of Pub- 


vented the stores from buying all 


|to have. 

| There were some _ indications 
|that the realignment of advertis- 
ing expense may have proved so 
| successful that stores will con- 


tinue on their present publicity) Appoints Richardson 


| distribution. 


Display, which took only 13/99 years in the aluminum industry 
;cents of the advertising dollar in | in Canada, Great Britain and 
| 1943, climbed to 14 in 1944 and| Switzerland, has been appointed 
“a 
definite increase,” but the analysis | 
cautiously noted that “from a sta- 
points out that the difference was | tistical point of view it will take 
due to (1) higher production costs, | further study to determine a genu- 


to 16 in 1945. Radio showed 


|ine trend one way or another.” 


Chica 


qo : ‘ 
Mefender 


IN EXCESS OF 200,000 eee 


i £6 MEMBERSHIP 


Lowest milline rate— 
lowest cost per inquiry in this 
highly responsive field 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


|,of the Chicago office. 


The report, called “The 1946| 
licity Expenses,” breaks down the 


stores into five separate depart- 


classifications, plus tables for 
stores under $2,000,000, over $2,- 
000,000 and over $5,000,000. 


H. H. Richardson, who has spent 


|president of Aluminum Labora- 
| tories Ltd. and has been elected to 
the board of directors of the Alu- 
minum Company of Canada, Mon- 
treal. 


Appoints Seaman 

W. Elmer Seaman, western man- 
|ager of the Chain Store Age Pub- 
| lications, New York, has been ap- 
pointed general sales manager, 
|with headquarters in the New 
York office. Frank J. Calvin has 
been named manager and A. Wil- 
|liam Butterfield, assistant manager 


Buyers Market 
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| 
1 


Has Arrived, | 


Survey Shows 


Peoria, ILt.—The buyers’ mar- 
ket which, like the prosperity of 
the early ’30s, has been hovering 
around the corner is staring busi- 
ness smack in the face, declares 
Modern Industry following a sur- 
vey of Peoria. 

Peorians, who according to 
Modern Industry form a conclu- 
sive buying pattern indicative of 
the rest of the country, will buy 
feverishly only when items are 
scarce. Today and in 1947, the 
survey shows, they represent a 
substantial market but they must 
be sold. Significant is the fact 
that most Peorians will make their 
1947 purchases out of income 
rather than savings, most of which 
have been dissipated in luxury 


buying, 
buying. 

Test sales made by Silex Com, 
showed 


by strikes and impuls AB 
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Pharmacy International 
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Pharmacy 4 
International 


FIRST ISSUE, 
JUNE 


Hemisphere. 


a NEW SALESMAN 


in the {50 million dollar 
export market 


PHARMACY INTERNATIONAL is the new monthly mag- 
azine—first issue in June, 1947—which will help sell U. S. 
pharmaceuticals, cosmetics, toiletries and allied products 
in ALL markets of the world outside of the Western 


These are the markets to which U. S. manufacturers sold 
more than half of the 150 million dollars worth of drugs 
and related products exported in 1946. 


PHARMACY INTERNATIONAL is a companion publica- 
tion to EL FARMACEUTICO which has been serving the 


same field in Latin America for more than 22 years. 


BUSINESS PUBLISHERS INTERNATIONAL CORP. 


[Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (Inc.)] 


New York, Philadelphia, Boston, Cleveland, Chicago, St. Louis, Detroit, San Fran- 
cisco, Los Angeles, Atlanta, Washington, Buenos Aires, Mexico City, Rio de Janeiro 


pany, Hartford, Conn., 
that Peorians bought lots mord ney 
Silexes than would be purchased Broad 
in a normal period, but one of thpate | 
major discoveries of the sales wag, ag 
that buying was considerably les$...qio 
than that predicted by retailer§ ease 
who suddenly found themselveg .pere 
completely stocked with larg jt} 
numbers of Silexes. on ths 
Waiting Lists Misleading stant” 
Retailers who depend on th¢ piste 
orders signed previously will find cont | 
to their dismay that few of th Mond 
persons who placed the orders wilh ap 
actually buy the merchandise a; rate 
it becomes available. Many cus- adver 
tomers placed lavish orders to kid vanta 
the neighbors and _ themselves count 
Modern Industry points out. Ingo, 4 
cidentally, the publication says, to m 
they had a wonderful time doing set 
it. G 
Cash sales have fallen off dras- perce 
tically during the past six months, statio 
the survey shows. One bank re-§ 4 a¢ 
ported that personal loans are up ton 
about 300%. Credit buying is on basic 
the upswing and will probably re-§ nee 
main high although there are inff atic 
|some parts of the U. S. views that ine y 
| rash buying on credit should bef jew 
'trimmed carefully. coun’ 
Many retailers, the survey in-§ work 
| dicates, suddenly find themselves natio 
| without adequately trained sales§ \.aqic 
staffs. Many of the employes are Th 
;unaccustomed to more than “I’m§ «pe 
| sorry, we don’t have it” customerf gjcec 
_contacts, and with the growing§ jowe 
necessity for actually selling, the pasic 
stores are short-handed. pegg 
Some dealers are still fooling pega 
themselves, Modern Industry de- 5» a, 
clares, insisting that items not yet tion 
available will be easy to sell when o,-ea; 
they do arrive. And distributors§ jjnj 
along with manufacturers areMl mun 
even more guilty of deluding® egy 
themselves, Modern Industry says, pege 


due principally to the fact that 
they do not have enough direc! 
contact with retail customers. 
Customer resistance, entirely in- 
dependent of ‘“‘buyers’ strikes” and 
similar organized movements, is 
becoming more harrying to the 
retailer and there is strong like- 
lihood that many will find large 


quantities of increasingly unpopu- You 
\lar items in their inventories. tisin 
dniincnntaaii kets 
Grant Agency Appoints 3 = 
Bryan Davis, formerly art direc- 
tor of J. Stirling Getchell, has™ Ne’ 
joined Grant Advertising, Detroit, § INC 
in the same capacity, succeeding § Lea 
Judson O. Ross, who resigned to 
open his own art studio. R. W.§ °P®& 
Zarker, recently released from the Proc 
Army air forces and previously § ness 
with N. W. Ayer & Son as an ex- a 
ecutive on the Ford account, has d 
been appointed an account execu-§ ?°Y 
tive. Carl B. Wheeler, head of § will 
production and traffic in the New 
York office, has been transferred @ '!NDI 
in the same capacity to the Detroit oa 
ickr 


office. 


FROM THE OUTSIDE /*". 
| New 
| ae ae Ply 
@ Although Bayonne is within the Port 

shadow of Metropelitan New York @ Rock 
you can’t sell it through the big @ Rust 
city’s newspapers. The Bayonne oa 
Times has 66% more circulation J y,,;, 
among Bayonne families than all § Vat, 
New York and Hudson County § Vine 
— . . Was 
evening newspapers combined. Wie 
NLU 
| 
‘THE BAYONNE TIMES} «. 
NEW JERSEY 
BOGNER & MARTIN 
Sales Representatives 35 
Chic 


"NEW YORK CHICAGO 
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npuls | WTNT - paper list, offering to help com-|Newsweek, Time and United States 
‘ABC Reduces a aoe 950 tt stati : Milwaukee Road |pany executives pick new indus- News, as well as Sunday editions 
i new -watt station in : : ; : . 
Com . ’ . : ‘ * = trial sites. ,of the Chicago Tribune and Neu 
howed Day Discounts Pog Fg ag Boge ae Bw Ad Ser 1eés Lists The new ad series, rather than | York Times. 
more 4 sd - : the ons . . sell the entire territory served by| J. C. Ellington is _ industrial 
chased Bi AD nage tend on cody lined we Se oe 4 bana Industrial Sites | the road, emphasizes the industrial | commissioner of the road. Roche, 
of thdpate Card No. 2, effective Jan. 1,|Work’s 164th affiliate. (Picture on Page 1) hn er one Peete aaiies , a — & Cleary handles the ac- 
es wadl.. me ; Z Te ime-and-money saving service for | count. 
8% to assure stability in network Cc — Pe " ‘ 
ly les# nai soi ‘te 3 attli HICAGO—Iin benall of its reor-| companies which must move or pmanomsasnesnneinsil 
© Jef radio advertising costs, despite in- Rittling Names Scott ___|ganized industrial development|expand. A’ brochure, “How '|Lithe Clubs to Meet 
, ‘ creased operating expenses eise- C. E. Scott has been named vice- department, the Milwaukee Road/| Find a Home for Your Business,” ; ell 
selves where along the advertising line.” | president in charge of sales and}. ; Ath, * : ’ | The National Association of 
larg Although “costs for time periods|advertising of Rittling Corpora-|}* launching a new campaign in |is offered in each ad. itho Clubs will hold its second 
on the network will remain con-|tion, Buffalo, maker of industrial|January issues of magazines and| The series is to run in Business annual convention, Saturday, Jan. 
™ stant” under the new card, the heating equipment. in a restricted metropolitan news-| Week, Fortune, Nation’s Business, 25, at the Hotel Gibson, Cincinnati. 
special daytime discount is re- 


Bduced 24%% on programs broad- 
cast between 9 a.m. and 1 p.m. 
Monday through Saturday. 

ABC announced that the new 


lise af ate schedule provides network 
y CUS-§ .dvertisers with three basic ad- 
to kidf vantages: “First, because the dis- 
selves wount requirements are stabilized | 
t. Inf on a dollar basis, a sponsor is able 
SAYSB tg maintain his advertising bud- 
doing set without periodic increases. 0 uv t © f n m a i 
| Second, a sponsor is given greater 
dras-B freedom in the selection of his 
ionths# stations. The new rate card offers 
1K re on advertiser a choice in the selec- u to 
are UNM tion of stations to make up the | eee 
1S Ol basic network as well as wider | 
ly re-§ -electivity in choosing additional ; 
are \\@ stations throughout the balance of 
's thal the network. Third, under ABC’s | 
ld be new rate structure, higher dis- | 
; counts are given for smaller net- 
-Y 10-§ works to encourage the potential 
selves national advertiser to use network | 
salesf -adio more easily.” 
es arel’ §=The network also pointed out, | 
. “Tm “The requirements for maximum | 
tomer discounts have been substantially | 
Ow1ne# lowered both day and night. Both | 
8, the basic and additional groups are 
OF Oe pegged at specific dollar values 
oolingl regardless of station rate increases 
'y de-B or additions. Previously, new sta- 
ot yeti tion additions and station rate in- 
when ff creases have tended to increase 
butors# minimum requirements for maxi- 
> «68lCR mum discounts. Thus, discount 
luding requirements have not only been 
: mal pegged but lowered.” 
direct 
Ss. , 
‘ly in- 
“ou TO All Advertisers and 
its, is ee . 
o the 
uf Advertising Agencies 
te Your product or plant-city adver- 
. tising will produce results in mar- 
kets where local industry and the 
ats 3g (ocal newspaper are building a e. ; 
“i “Community of Friends." ; eee ae ets or 
_ has Newspaper members of the - = —— — — 
trot, | INDIANA and MICHIGAN . | _ 
ss Leagues of Home Dailies have in| re pe id 
2. Ww. operation a Community Relations Pe at ele ot Re Ac ets 
n the J Program in cooperation with busi- . , 
ously § ness and industries that will create ~~ og. om 
n ex-T "Community of Friends." Your > —_— For half a century HOLLAND’s MAGAZINE has devoted a portion of each 
— advertising in their newspapers oer “ww _—issue to the interests of children. And there are children in 88% of 
1d off will pay good dividends. % 4 ee the homes to which HoLLANp’s is delivered each month. 
— iii peeReTS | “~~ A family magazine in the true sense, HOLLAND’s holds: this reader- 
strcit I Aiemeiindiehe pene interest which it captures at the pre-school stage—holds it year after 
Bicknell Big Rapids owt year, through the ’teens and in adult life. The cumulative result is a 
-_ omfield Cadillac constantly warm, constantly friendly welcome for HOLLAND’s in half 
a somington Cheboygan —_ a million higher-income, higher-standard-of-living homes in the South 
BM, Fclembic City Coldwater aes —the homes in which your advertisin ill he maxi 
£ ape Seca | y g message will secure the maxi- 
‘ Sheded tac | a mum return on the dollar. 
i Frankfort Grand Haven To reach this prosperous Southern market, use HOLLAND’s — The 
Greensburg . ° 
8 itediinaton Greenville Magazine of the South. 
DB scdper ation 
Lin ton — 
OLD edtinaville Iron Mountain h offices: 
SIDE Mt. Vernon Manistee Branc » wt. Wacker 
{ New Castle se wo “wy Ave: New York «NE Atlante. 
‘ sve, NE. 
n the Ml perntond’ Midland 52 Vander”, "1995 Monroe DENN g 
York @ Rochester Mt. Pleasant Drive, ita + Representotiv® Calif. 
big Rushville Niles West Coo n Francise® 
e é dg.. 5° . 
vonne f Shelbyville Aacey d lias peitly. ird., RUSS BI angeles, Coll. 
lation Hl Union City South Haven Simpson” cortield B19: 1°" DALLAS, TEXAS 
in all § Valparaiso Sturgis 
ounty Viana Three Rivers Ye Ma “ . the SOUT 
d Washington Traverse City . 3 
‘ Winchester Ypsilanti 
ILLINOIS MINNESOTA 
IES Edwardsville Moorhead 


SCHEERER SERVICE 


35 E. Wacker Drive, 441 Lexington Ave., 


Chicago 1, Ill. New York 17, N. Y. 
Phone: State 7942 Ph. Murray Hill 2-2423 
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Margarine Fees 
in Pennsylvania 
Barred by Court 


HARRISBURG — Pennsylvania’s 
practice of collecting license fees 
from wholesale and retail mar- 
garine dealers has been ruled un- 
constitutional by Judge William M. 
Hargest in Dauphin County Court 
here. The state has collected the 


legal restraint of trade, as charged 


fees for 45 years—$500 from job-|spent in enforcement of all state 


bers and $100 from retailers. 

Judge Hargest held that the fees | 
are unreasonable, confiscatory, dis- | 
criminatory and constitute an il- 


in a suit brought by wholesale and 
retail grocers against Secretary of 
State Miles Horst. 

The court asserted that in the 
1945-46 fiscal year the state re- 
ceived $533,562 in margarine li- 
cense fees and that the amount 


RAPID COPY SERVICE 123 N. Wacker Dr., Chicago 6, III. 


@ Quality Workmanship 


@ In Any Quantities 
@ Fast Service 


@ Pick-up and Delivery 


| food laws in that period was only 


$144,405. 
State counsel defended the 1901 


jact setting up the fees as “police 


and health legislation necessary 
to preserve the public health and 
safety.” An appeal by the state 
is expected. 

Willis F. Daniels, counsel for the 
grocers, declared the decision will 
enable Pennsylvania to get “its 
proportionate share of fats and oil 
without artificial prohibition.” 


Plans Cigar Campaign 

The Windsor office of the Walsh 
Advertising Company has been 
named by William Ward & Sons, 
London, Ont., to handle a cam- 
paign for Dutch Master cigars. The 
advertising will appear in metro- 
politan daily newspapers. 
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‘Hillman-Shane Names 2; 


Gets Men’s Wear Account 


Betty Smith, formerly in the 
copy department of Olian Adver- 
tising Company, St. Louis, has 
joined the radio department of 
Hillman-Shane, Los Angeles. Mary 
Ann Bringgold has joined the 
agency as a visualizer in the art 
department. 

Gilbert of California, manufac- 
turer of men’s jackets and slacks, 
has named Hillman-Shane to di- 
rect its advertising. Color pages 
in consumer publications will be 
used. 


Vernon to Kemmerrer 
Vernon Mfg. Company, Los An- 
geles, maker of gun plugs and 
sports accessories, has placed its 
advertising with Kemmerrer, Inc., 
Hollywood. Space in sportsmen’s 
publications will be used. 


How to capture a big market 


This market is one of the really big ones— 


Philadelphia—third largest city in the nation. 


This market, to quote a few statisties,* eats 
its way through $636,034.000 worth of foods 
annually, spends $75,004,000 in drug stores, 


smokes 152.000,000 packs of cigarettes (we 


could go on). 


This market, despite its size and buying 


power. is easy to get at. sales and advertising 


wise. Reason: nearly 4 out of 5 Philadelphia 
families read the paper that goes home in 
this city of homes. That paper is The Evening 
Bulletin. It has the largest circulation of any 


evening newspaper in America, 


* Estimates for Philadelphia and its trading area— 


Bureau of Labor Statistics, other sources. 


In Philadelphia — nearly everybody reads 


THE BULLETIN 


Back Wages SeemDPetr 
Key toChicago Fete 
- af 
Printers’ Case Loo] 
Cuicaco — The matter of about} DETR« 
$340,000 in back wages apparently Wwho ne 
is the key to settlement of the longfhe ex: 
dispute here between commercial French 
printers and their 3,500 typo-}-and — 
graphical union employes. Little fising c 
likelihood of a general strike isWitation 
seen. edia 
The Franklin Association, ne-fp lobst 
gotiating for the employers, has}pver” 
made another offer to the ITU em- poardr« 
ployes, which would raise hourly} With 
wages 31 cents, bringing the wage filustra 
per 36%4-hour week up $11.50.ket po 
This is $1.50-a-week more thanfard § 
the offer made two weeks ago fWalter 
and about $6 more than the em- pffered 
ployers were offering early in Oc- future 
tober (AA, Dec. 23). Desp 
The latest offers include three fof adv 
additional holidays with pay and and ré 
retroactive pay for half the time ‘the 1 
since the old contract expired Jiestin; 
Sept. 4. The retroactive part of fciety 1 
the offer would cost the 600 print- J “Wi 
ing plants about $340,000. Union fvertisi 
officials, however, indicate that Jversat 
some large Franklin Association J>road 
members offered Tuesday to make fhe sai 
the $11.50 raise effective for the Jsalesm 
full four-month period since the jan 1m 
contract expired. They are said fiic ed 
to be unwilling to accept the as- the i 
sociation offer, at least with the Jstates: 
“half-way” retroactive clause. wy 
0 € 
Offer $2.12\% an Hour nized 
| The ITU local also stands of- §?!@ces 
ficially on its demand of $2.36 an 
hour, which compares with $1.81! 
under the old contract and $2.12%- “Bu 
an-hour embodied in the $11.50- Jagenc 
a-week offer. At one time in Oc- gin ov 
tober, however, union officials in- §vertis 
dicated they would settle for about gnever 
$2.21 an hoer. rect 
The cemposing room employes §capit 
now earn, under the expired con- §of ex 
tract, $65.79 weekly. In early Oc- @ing n 
tober it appeared the two sides Th 
were about $8 apart, though the busin 
employers and unions were then §susta 
officially $20 apart. The employ- @its a 
ers have since gradually raised §prog 
their offer, the latest giving the more 
men $77.29 a week or only $2.82 @that 
less than what the employes’ rep- @War 
resentatives long ago hinted would As 
be acceptable. Early demands for @yolu 
10 days’ sick leave, severance pay § )ow- 
and other demands have not been @ Ayre 
discussed by either side since early face 
fall. in tl 
iain getti 
Ads Offer Height Chart _— 
Lederle Laboratories, New York, 
j}a unit of American Cyanamid 
Company, is using direct mail and 
full-page ads in medical journals 
to offer a height chart of a 42-inch 
giraffe for the promotion of Cere- T 
vim, pre-cooked cereal for infants. 
The chart will be distributed to 
physicians to give to mothers and J 
their youngsters. L. W. Frohlich § é 
& Co., New York, is the agenc | 
j 


| > 
ALL we 2 ‘ 
c \ike 
avs g\avels: Yop v 
‘ S ; 
malin ¢ addr’ comple* y ’ Pe 
imp 3a yenc j S 
er\ & 
re e yne 
, put te par rea! yy te?! ‘ 
ist y W 
eee . | 
per m « 
perato" 400 eainto | = 
gis VO et , 
ee ye tO s 
are \S ‘ habit mailine 
yeady » yu wet {0 
s . or 
o ane\! your pest ‘ rite ote 
vice main mre ig 
Ser efficie™® gor the cand 
{as t ny er 
aw ett 
ca\\ an a\\\ » 
r 
pos em! ad 
sities 
| CHICAGO 
NEW YORK 
LOS ANGELES 
Bie = 
DIF . - S 


’ fe Pe rm = R Be ; # 2 ‘ é “a — 2 ype s ae: a fr eee ; ae . Ape : one ee 3 : Ff = ee = ate e me 7 a ‘ Oe ica se ‘ i ¥ ose ae 
‘a . a 
| | ae —— 
a | NTR 
/ ron 
| pot? REF Se | 
| P | 
aT LL SSS 
——_ 
— | 
: 
_ - | 
| = . ™ | 
= i : e ‘ | 
| sg sd cue sy ‘ A 
ae ‘. , ? 4 . > é P % he. = 
eee) a >. cee Phe a gt , ‘' ‘% ‘ 4 - ' ’ ys , ; 4 i 4 os 
“th z Neoeott « Seto % ana : new ae octet 
oe <3 4 a's a ’ : wf . wt ¥ | 
| s i he be 
7 ’ one at! ; r? une ” a ee 
_ ; * 4 3 “ 4 a ;: 3 _* 2" \ % . 2 vs ae " ; 4% . = , Pd > . 2 sg . 
he 4 AS op: Rie. Pa ae hese. 
a + - — eo i a a a Pp 
ais ete “ae ~ eh, 
e. , - * 4 ® x * - % os 4 " ‘. * a > ¢ 
, 4 eth _* r,t. # * ‘es 
a +) 4 Peak? “ee Pea he. 7 RAED | 
4 i - \ } N) 
fh ‘ a \l \ 7 Ve 
TOE 
Me 
ee 
ee 
es 
Pe. ee 
a ee 
a ee 
ee ae 


), 1946 hdvertising Age, December 30, 1946 


emDetroit Agency 
Fetes Media Men, 
Looks into Future © 


about} Detrorr—The media salesman 
rentlyfwvho needs his memory jogged on 
elongthe existence of Brooke, Smith, 
1ercialFrench & Dorrance is a rare bird 
typo-}—-and that’s why Detroit adver- 
Little fising circles are talking about in- 
ike isWitations from that agency to 75 
nedia men asking them to enjoy 
1, ne-f lobster luncheon, “talk things 
s, hasfpver” and learn its views in a 
U em-fboardroom conference. 
10urly{ With the use of 12 large books 
wage fllustrating statistics on mass mar- 
311.50. ket possibilities and media, Wil- 
than Bard S. French, president, and 
s ago—fWalter Ayres, a _ vice-president, 
> em- pffered the agency’s views of the 
n Oc- Future and how it plans to operate. 
Despite the spectacular growth 
three fof advertising in volume, influence 
y and Jand recognition, said Mr. Ayres, | 
time F‘the fact remains that its real 
‘pired Idestiny as a force in modern so- 
irt of fciety is yet to be determined.” 
»rint- | “Within our own generation, ad- | 


Jnion Fvertising has demonstrated its 
that versatility and usefulness on a 
lation Jbroad and ever-widening front,’ 
make fhe said. “It has been a persuasive | 
r the fsalesman of products and of ideas, 
2» the fan invaluable instrument of pub- 
said flic education, a potent voice for 
e as- [the improvement of business 
1 the Istatesmanship. During the war it 
, was a worthy weapon on the side 
of the victors, and was so recog- 
nized and used in the highest’ 


; of- places. 

phn Must Prove Worth 

1214 - “But it is the conviction of this | 

1.50- Jagency that as an element of cost) 

|. Oc- Jin our competitive economy, ad- | 

s in- §vertising must justify itself as) 

bout never before—in terms of its di- 
rect contribution toward making | 

loyes §capitalism work under the formula | 


con- §of expanding volume and narrow- | 
-Oc- Ming margins of profit.” 
sides The traditional way of doing 
the Mbusiness in America is politically 
then @sustainable, only on the basis of 
loy- @its ability to spread its benefits 
1ised progressively among more and 
the Mmore people, in line with the trend 
52.82 Mthat started well before World 
rep- @War I, the media group was told. 
ould As a basic factor in building 
;for volume markets and achieving 
pay @low-cost distribution of goods, Mr. 
seen BAyres said, “advertising is thus 
arly (faced with its primary obligation 
in the critical business cycle now 
getting under way. Here is a com- 


AO% of the 


Tampa - St. Petersburg 
Market 


be in charge of sales and advertis- 


mon challenge and a common op-| belief that “new problems of the | Appoints Findlay Sores 3 why saNtes 
ing. axim Konecky has resign 


rtunity. Here we find a com-| postwar years call, more than ever, | : 

penneren of interest between i an alert and sensitive choice | J oted aakaaie . =e Bel. as vice-president in charge of 

selves in the agency field and you|of media combinations that effec- ding Merchandiser, published by sales. 

in the media fields. tively cover the steadily expand-|the National Association of Bed- 
“We in BSF&D gratefully ac-|ing middle class, which is the! ding Manufacturers, Chicago. 

knowledge the debt we owe to | backbone of our volume market.” oo 

the media organizations with —_—— 

which we work—for the pene- : 

trating market research which has Opens Export Office 

ie advertising > Saw certainty | on export office at the organiza- | Corporation, New York, has been 

of direction, both quantitatively | tion's headquarters, 15 N. 8th St., |appointed assistant to the execu- 

and qualitatively.” Minneapolis. G. D. Coon is in|tive vice-president of Smith-Vic- 
He concluded with the agency’s charge of the office. ‘tory Corporation, Buffalo, and will | 
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UNIVERSITY of TOLEDG 
| STADIUM 


SIMPSON-REILLY, Le. 
Publishers Representatives 
SINCE ®) 1928. 


Appoints Gould 


Arthur P. Gould, formerly sales 
Gamble-Skogmo, inc., has opened | manager of Charm Slide Fastener 


Teint ee, 


LOS ANGELES 
GARFIELD BLDG. 


a 


-SAN FRANCISCO 
. RUSS BLDG. 


Shown here, the glass sign 
at street entrance to the 
Glass Bowl, the glass en- 
closed press box, and ac- 
tion at the Glass Bowl 
dedication game. 


The Glass Bowl became 
a reality through the co- 
operation of the three com- 
panies which have made 
Toledo the glass capital 
of the world—Libbey- 
Owens’ Ford Glass Com- 
pany, Owens - Corning 
Fiberglas Corporation and 
Owens-Illinois Glass Com- 
pany...three of the distin- 
guished names among 
Toledo’s 555 diversified 
industries. 


| a 


aio 
EM 

+ 5 
ai Z 
4, 


® UF 
iA ieee 
* es Sih a 


It is altogether fitting and proper that the stadium 
of the Universfty of Toledo should be known hence- 


...and this is the 


is St. Petersburg 


This two-city metropol- 
itan market on Tampa 
Bay is a big, rich mar- 
ket with more than a 
QUARTER - BILLION 


Vis DOLLARS income . . . And 40 
¥ 'Per Cent of this market is 
\ ST. PETERSBURG! 
{ 
\ When making Florida schedules, 
- remember that no Tampa news- 
paper has as much as 600 aver- 
2 age daily circulation in St. 
or Petersburg. To reach this im- 
xa portant 40 per cent, use St. 
30 Petersburg's own newspapers. 


% 


Theis & Simpson Co., Inc. 


In Jacksonville by V. J. Obenauer, Jr. 


forth as the Glass Bowl... because “this is Toledo”, 
glass center of the world. The Glass Bowl not only 
in name, but in fact... for, through the generosity 
of Toledo’s great glass companies, glass is part of 
the integral structure of the stadium. In the new 
| press box, a model of its kind, in the score board, 
| team houses and directional sign and elsewhere 
| throughout the stadium, glass serves once more its 
| twin functions of utility and beauty in this newest 

of bowls—the Glass Bowl of the University of Toledo. 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


MEMBER AMERICAN NEWSPAPER 
ADVERTISING NETWORK 


TOLEDO BLADE 


... proud of the Glass Bowl, proud of 
the University of Toledo, proud of the 
city itself and of the whole rich Toledo 
Trading Area which it has had the 
privilege of serving for more than a 
hundred years. Proud of the com- 
munity’s accomplishments today... 
and of the steady progress being 
made towards a still finer and better 

Toledo Tomorrow. 


Write for 
“This is Toledo” booklet. 
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Schedules Potato Week 


Announcements of Idaho Potato 
and Onion Week, which has been 
set for Jan. 16-25, will be made in 
22 states and the District of Co- 
lumbia, using 48 newspapers. Pro- 
motions in restaurant, grocery and 
institution trade publications will 
augment the newspaper campaign, 
and a direct mail campaign and 
displays to grocers will be used in 
|the 48 Idaho potato markets. The 
|account is handled by Cline Ad- 
vertising Service, Boise, Ida., and 
Botsford, Constantine & Gardner, 
Portland, Ore. 


RACINE $324.2, 


Two Name Blaco Agency 


Commercial Metals Treating, 
Inc., Toledo, manufacturer of port- 
able irrigation equipment, and 
Hauger-Dorf, Inc., Toledo, photog- 
rapher, have named Blaco Adver- 
tising Agency, Toledo, to direct 
their advertising. 


SDRUG SALES _ 
The JOURNAL-TIMES 


GIBBONS KNOWS CANADA 
J. J. GIBBONS LTD. 


CO BAY STREET. - TOROW 
WINNIPEG 


ADVERTISING MERCHANDISING 


TORONTO MONTREAL REGINA CALGARY EDMONTON VANCOUVER 


Earl May, KMA 
Head and Pioneer 
Broadcaster, Dies 


SHENANDOAH, I[a.—Earl E. May, 
58, president of May Seed & Nurs- 
ery Company and founder of May 
Broadcasting Company, died in 
Duluth, Minn., Dec. 18, following 
a two-month illness. 

Mr. May long pioneered in 
broadcasting techniques as owner 
of Station KMA here since 1925. 
He was one of the first to hold 
audience participation programs, 
the first to schedule early morn- 
ing programs and to broadcast 
news direct from press wires. 

His interest in radio followed 
establishment of his seed and nurs- 
ery company in 1918. After spon- 
soring programs on Omaha sta- 
tions, he built KMA and within 
two years developed an unpre- 
cedented audience among farm 
listeners. As its chief announcer, 
he was awarded a gold cup by 


Advertising Age, December 30, 1946 


Radio Digest in 1926 as being the 


brushes in methods of illustration 


most popular announcer in the|now widely used. He persuaded 


United States. 

Mr. May also was among the 
first to emphasize the personalities 
of announcers in broadcasting. He 
frequently played a major part in 
special government educational 
drives aimed at farm groups. 


Williams, Pioneer 
Ad Illustrator, 
Dies at 78 


MapPLewoop, N. J.—Ernest Wil- 
liams, 78, pioneer technical illus- 
trator in the field of advertising, 
and independent consultant since 
1930, died Dec. 23 in his home 
here after a brief illness. 

At the turn of the century, Mr. 
Williams developed the employ- 
ment of photographed cutaway 
drawings in advertising in busi- 
ness publications, and later be- 
came one of the first persons to 
work from blueprints and use air- 
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WITH THE 10 TOP FOOD ADVERTISERS © 


ABC Is 
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that today ABC is the No. 


with America’s foremost food adver- 
tisers. During the past 5 years, total 
network radio expenditures of these 10 
food advertisers have increased only 
47% —but during that same period 
the share of their business placed with 


ABC has increased 450%! 


Why the big swing to ABC? 


There are three particularly good 
reasons: 1. coveraGe. ABC now covers 
172 of the 300 leading markets from 
within. In four years 84 new stations 


AB 


There’s plenty of food for thought 
for all food advertisers in the chart 
shown above. Study it and you will see 


A NETWORK OF 


1 network 


promotion job on 
programs. 


casting Company? 


238 RADIO STATIONS SERVING 


have been added in these markets; in 
39 others, improvement of facilities was 
also effected. 2. INCREASED LISTENING. 
In the year October 1945-1946 ABC 
wasthe only oneof the three leading net- 
works to increase its share of audience 
both in the daytime (up 34.6%) and 
nighttime (up 10%). 3. PROMOTION, 
ABC’s 238 stations do an all-out local 


ABC’s network 


If you have a product to mass sell 
to the American public, why not do as 
Kellogg, General Mills, Quaker Oats 
and others are doing—ship it to 
market via ABC, the American Broad- 


American Broadcasting Company 


AMERICA 


many industrial organizations to 
use his methods for advertising 
and catalogs. 

From 1914 to 1930 Mr. Williams 
was treasurer of the Williams II- 
lustrating Company. Recently he 
has been an adviser to F. R. 
Gruger Jr., a technical illustrator, 
and a consultant to Lee-Stockman, 
Inc., New York advertising 
agency. 


CHARLES S. MOHLER 


Cuicaco—Charles S. Mohler, 62, 
assistant business manager and di- 
rector of advertising service of 
Hygeia, Journal of the American 
Medical Association and _ other 
AMA publications, and Mrs. 
Mohler were killed as the result 
of an automobile crash near Cas- 
sopolis, Mich., Dec. 21. Mrs. 
Mohler died instantly and Mr. 
Mohler died Dec. 23 at Elkhart 
General Hospital, Elkhart, Ind. 

Mr. Mohler, formerly a teacher 
of advertising at Oxford Uni- 
versity in Ohio, had served with 
the medical association publica- 
tions since 1917. He held various 
executive positions with the pub- 
lications and was closely associ- 
ated with their advertising poli- 
'cies for many years. 
| 


EDWARD J. ALLEE 

| PrrrspurcH — Edward J. Allee, 
advertising manager of Pittsburgh 
Plate Glass Company’s paint di- 
vision, died Dec. 23 at Allegheny 
General Hospital here. 

Starting with the company in 
| 1912 as stenographer to the late 
| Fred Ehle, vice-president of the 
| Pitcairn Varnish Company, Mr. 
| Allee served with the Pittsburgh 
| Plate Glass paint division 34 years, 
'for the past 28 as manager of ad- 
_vertising. His offices were in Mil- 
-waukee until 1935, when the ad- 
| vertising department moved here. 


| HARRY E. ROSS 


_  CnHicaco—Harry E. Ross, 55, 
| vice-president of Kenfield-Davis 
| Publishing Company, publisher of 
| Mass Transportation, died sud- 
/denly of a heart attack Dec. 23 at 
|his home. Mr. Ross, who had been 
with Kenfield-Davis many years 
| ago, rejoined the company in 1943, 
after varied service with several 
publishing organizations. 


THOMAS A. DAVIES 


SEATTLE—Thomas A. Davies, 80, 
_formerly joint owner of the Se- 
attle Times, died of a heart ail- 
| ment Dec. 15. Mr. Davies was the 
first business manager of the Post- 
Inteiligencer here. 


Durstine Agency Names 5 


Stanley W. McCaw has been ap- 
pointed traffic-production manager 
of Roy S. Durstine, Inc., Cincin- 
nati agency. M. Martin Davis has 
been placed in client service an 
Bert R. Greene, in agency d 
| velopment. Robert P. Temm/é! 
has been named production assif*'- 
;ant and C. S. Yarnell, account e!*- 
ecutive, has been given the adcied 

duties of business manager. 


Robinson 


“You shouldn't try to fool all the WFDF 
Flint listeners all of the time — only a 
majority is necessary.” 
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How Good Are Your Powers of Observation? 


Just How Good Is Your Memory? 


Try your hand at this quiz. The answers are down 
below. Turn the page upside down—but don’t peek! 


What was Time’s circulation during its first year . — = 


What was Time’s advertising revenue during its 
0 Oe ee ae ee ee ee ee toe 
What was Newsweek’s circulation during its 

ee 4. ok eo ke ee a ee Ree 
What was Newsweek’s advertising revenue during 
ee ee ee ee Vee eee 
What was WORLD REPORT’s eaniiaiial during 

its first six months ...... ae. Se ak 


What was WORLD REPORT’s niesitiadian revenue 
during its first six months . ...... . $— me 


“~~ 


When you have jotted down your answers to the above questions 
look on the bottom of this page — surprise — surprise! 


x 2 2 


TO PARAPHRASE LITTLE BUTTERCUP YOU WILL FIND THAT... . 


Ce ee ee ee ee ee ee es PHIENGS ARE SELDOM AS YOU REMEMBER THEM 
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, World-Wide Wave of Strikes oe 
———a 
Germans Coal te Camano ty 


Coal famine Citpptes terope 


UNITED STATES NEWS PUBLISHING CORPORATION 
THE UNITED STATES NEWS 
WORLD REPORT 
* 


Together these two magazines are now delivering a total of more than 375,000 net paid circulation 


THE CREAM OF NEWS MAGAZINE READERS 


BEHLKE 


ADVERTISING PPtRECTOR, S@ ROUCABRBPFELLE R PLA 
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“Homecraft & Garden 
| to Bow in January ary 
| Homecraft & Garden, Chicago, Fe a. AA é A : = : Ag 

a pocket-size bi-monthly, will ap- — : “3 es 

an pear on the newsstands in Janu-| Federal Reserve Figures on Department Store Sales Ne: 
lary. The magazine’s editor and Los 
| | publisher is G. W. Stamm, founder | Wasxincron—Department store | from the corresponding 1945 week, |, ji¢, 
| i qn # ar sont oe Digest. sales in the United States the sec-| was the only city not reporting a Associ 
| James vin, maarie ansints oy 
jyames Loivin, formerly assistant | ong week of December were 19% | gain. 

\city editor of the Chicago Daily | | ny kag ; ; % Gain Over Same 1° 40 
| |News and staff writer of Popular | 8eater than in the same week last enti Rent Yous (eee 
Mechanics, has been named man- year, the Federal Reserve Board Week Ending | to ber 
aging editor. G. R. Lange, for- has reported. The same gain was ——— Reserve Nov. Dee. Dee. | rary 
ine cucsiaiae ececnatta ate, reported the prevails week. | cial <p Spy se 3 7 electe 
| D | a 3 igh s : . o ° 2 4 Ps é P= Pa » - . 
| and Carl R. Bates has joined as eigen _ ara Hest districts Bostem District .... 11 a5 se 
| staff writer and technical advisor, W@S the Cleve and (fourth) dis-| New Haven ..... 18 22 
| sniginttighadiiae \trict’s 25% increase, and the low- | Poet a aes 8s oe: ee 

} é y ‘ : | Springfield ...... 2 
| | ANPA Sets April Meeting |°*' Ws the Richmond (fifth) dis-| Providence |... 2 4 7 
The American Newspaper Pub- | trict s 12% gain. | New York District... 6 = r21 22 

: free : ae i YY gel Mewar <i ....55 22 2 
| lishers Association will hold its| , Pittsburgh and Syracuse, whose | eh egg 12 ty 
| annual convention next April 22- | dollar volume was up 33%, had) vo yo 7 #21 21 
24 at the Waldorf-Astoria Hotel, the highest gains among cities.| Rochester ....... 17 20 19 
“3 | New York. Little Rock, showing no change| Syracuse ........ 12 31 33 
Philadelphia Dis. ..—6 20 19 
| Philadelphia ....—-9 18 16 
Cleveland District .—1 20 25 
| BMG ides ansaes —4 18 17 
| “Ss Cincinnati ......—2 20 21 
} ~—— CIOVGIORE ......: —-1 r23 21 
| Colmmpuas «.....4. 3 19 27 
A eee —7 9 19 
| Pittsburgh ...... 1 20 33 
Richmond District . 0 19 12 5 
Washington ..... 6 13 7 : 
sot Baltimore ....... —Ff 24 8 ~ 
Atlanta District.... 1 ri8 20 pase 
Birmingham ....—6 12 ° 
| ee —6 20 32 
| poe! a 3 r16 17 
e. New Orleans .... 5 16 14 
a NWashville ....... 6 8 23 
ae Chicago District.... 2 r22 20 
OT. eee “ 3 17 
Indianapolis ..... 3 23 20 
Detrott «ssc: im dhe 4 21 20 
When a woman shops Milwaukee ...... > 2 oe 
f hi St. Louis Distriet.. 6 r21 18 
or something by the yard, Little Rock ..... 12 5 0 
never believe that gee stn eal ll ; > 
she is merely looking | 20 12 14 
. Minneapolis District 
for a fabric Minneapolis ..... 
: : A ee (Not available) 
of a certain quality and color Duluth -tunetior ; 
rug it’s really the artist Kansas City District ) rid 17 
SHV EE sian 103% 50 3 23 30 25 
in her soul gt a a: 11 0 1 
> 7 Kansas City ....—1 15 24 
, that she’s expressing, because St. Joseph ...... 2 20 
Oklahoma City .. 0 10 13 
TUR Sica h a 0% 5 20 9 Fs 
Dallas District .... 1 13 17 
Dallas iret Ss s 1 
Port Worth .«..c0 86 13 10 
PROMMGOM ..cdsic ccs 7 12 ‘ 


San Antonio d 
S San Francisco Dist.. l riz 17 
wh Los Angeles Area 3 13 15 
fo Seer ae 0 * ‘ 

RE San Francisco ... 4 10 Li 

\) POUrUIAnG is. cies { 17 17 ' 

D Salt Lake City... 9 20 
Ne BOGTEIG: oi cieiasss 3 8 14 
WER r—Revised. 


*_-_Data not available 


She has a picture Offers Brewers Annual 
in her mind... “The 1947 Brewers Digest An- 
. a . oe nual Buyers’ Guide & Directory,” 
+. pee conceived published by Siebel Publishing 
of many things Company, 961-965 Montana St. 
she’s seen and read in Chicago, has been distributed to 
sane : breweries in the western hemis- 
her favorite women’s magazine phere and to subscribers. The 
...and with yards of this guide section of the 138-page di- 


gest contains a manufacturers al- 
and yards of that phabetical listing and a products 
; on , = ~ est listing of all materials used in the 
she will tiie that panes life! brewing field, and the directory 
section includes an alphabetical! 
“ | and geographical index of all U. S 
R \ _ breweries. 
Rte Now Dinerman & Co. }. 
| Stokes-Palmer-Dinerman, d 
|cinnati agency, has changed) 
rel) |name to Dinerman & Co. 


8 Y | 
( 4 WISCONSIN'S DAIRY 
A | MARKET 


The Sheboygan Press with its cir 
lation of 23,197 ABC circulate 
Ak ‘ledge — : 
ee in the heart of Wisconsin, one o 
the best dairy sections of a grea | 
dairy state. Sheboygan county is | 


of women’s interests 
born of years 


of in-the-home research listed as the greatest dairy center | 
helps McCall's editors | in the United States. When you ; 
Baad : . buy space in The Sheboygan Press 
inspire these mental pictures 


“a you are reaching a great market. 
that move advertising 


into accion 


in more than 3,500,000 homes. 1 THE SHEBOYGAN PRESS. 
\ _ SHEBOYGAN, wi 
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Advertising Age, December 30, 1946 


40 California 


manent officers are elected in late 
January to serve three-year terms. 

The association will seek to 
maintain a high level of advertis- 


Agencymen Form 
- * ing standards in hern Cali- 
New Association as aah poet oc mane code 


Los ANGELES—The Southern /of ethics; (2) developing a uni- 
California Advertising Agencies ‘form basis of recognition for 
Association has been formed here| guidance of agencies and clients; 
by 40 executives of agencies in this (3) establishing a clearing house 
area, to engage in various activities | for information and services, and 
to benefit the companies. A tempo- | (4) promoting better understand- 
rary board of directors has been ing among the agencies. 


11 


| include: *hairman, William ; : has resigned effective Jan. 4. He 
atatie ae yo ll irony Ale Appoints Arndt Agency said his future plans would be an- 
ice: J. W. Eccleston Jr., head of Drug Products Company, Pas-| nounced after he had taken a 

se Regs . pe "| saic, N. J., manufacturer of phar-| short vacation. He has headed 
the agency of that name; Henry maceutical specialties, has aP-| KYW for the past 10 years. 
Mayers, Mayers Company; J. J. pointed John Falkner Arndt & Co., 
Hennessey, Robert F. Dennis, Inc.;| Philadelphia, to handle forthcom- | 
Eugene Duckwall, Foote, Cone &| ing medical and drug publication | 
|Belding; Walter McCreery, Smith, advertising. 
|Bull & McCreery; Ray Clinton, | ee ee 
|Philip J. Meany Company; Paul j KYW ieee 

“ ‘ A Joy Quits Moulding Rubber 


| Winans, Paul Winans Advertising, | Leslie Joy, general manager of | 
and Larry Raymond, head of westinghouse radio station KYW,, § § RUBBER CEMENT CO. 


Complete line of artists’ materials 
Artists’ Rubber Cement 


elected to serve until the first per- | 


Larry Raymond Company, who philadelphia, and veteran of 23) s14N, Michigan Ave., Cen. 3373, Chicago | 
Members of the temporary board | will be acting secretary-treasurer. | years 


in the broadcasting field, | 


‘ R. C. Mead, owner of the 

Rexall Drug Store at DeWitt, 

Nebraska, will not agree with 

those who say that the small town merchant is 

passing out of the picture. On the other hand, Mr. 

Mead has watched his business grow from almost 

nothing in 1933 (remember the bank holiday?) 

into a volume that, today, would be the envy of 

many metropolitan druggists. He has accom- 

plished this by hard work, exceptional service, 

faith in his community, and by stocking the 

brands and varieties of merchandise that his cus- 
tomers want and need. 


How does he know what people want and 
what people will buy? 


These Products, Sold by the Mead Drug Store, Are Advertised in the Nebraska Farmer. 


American Cyanamid Company 


Anchor Serum Company 
Asthma-Nefrin Company 
Bell & Company 

Burrell Dugger Company 
Caldwell (Dr. N. B.) Inc. 
Carter Products, Inc. 


Clorox Chemical Company 


Creomulsion Company 
Cutler-Magqner Company 


spe 


A Big Merchant in a Small Town] 


“I discovered a long time ago,” says Mr. 
Mead, “that most everybody in this community 
reads the Nebraska Farmer. In fact, of the 265 
subscribers to the Nebraska Farmer in the De Witt 
community, I find that there are only three I do 
I have 
learned that farmers believe what they read in 
the Nebraska Farmer. I hear it discussed in the 


not recognize as my regular customers. 


store almost every day. I read each issue myself 
because many times I am asked the question, ‘Is 
this item advertised in the Nebraska Farmer?’ 
Quite often I ask salesmen who call on me if they 
advertise their products in the Nebraska Farmer. 
To the people in this vicinity, it seems to be the 
stamp of approval for the products it advertises.” 


D. D. D. Corporation 
DuPont Semesan Company 
Gland-O-Lac Company 
Grove Laboratories, Inc. 
Jayne (Dr.) & Son 

The Klutch Company 

The K. R. O. Company 
Lederle Laboratories 

Geo. H, Lee Company 


Miller Products Company 
Musterole Company 
Nitragin Company 
Ostrex Company 
Park-Davis & Company 
Lydia E, 
Pinex Company 

Pratt Food Company 
Ru-Ex Company 

Miller Chemical Company Dr. Salsbury Laboratories 


The Mead family of DeWitt, 
Nebraska: R. C. Mead, Helen, 
and R. C. Il. 


Mr. Mead speaks for hundreds of successful 


small town Nebraska merchants who, like himself, ms 


believe that the Nebraska Farmer ranks first as an 
advertising medium for their customers. 

In all of Nebraska, 7 out of 8 farm and ranch 
families read the Nebraska Farmer. 


x * *& 


The Nebraska Farmer is read 
in 7 out of 8 Nebraska Farm Homes 
twice each month. 


R. Schiffmann & Company 

Spohn Medical Company 

Squibb & Sons 

F. A. Stuart Company 

Tobacco By Products & Chemical Co 
Toxite Laporatories 

Walker Remedy Company 

E, H. Wright Smoke Company 2 
W. F, Young, Inc. 


Pinkham Company 
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Are Americans Fatalists?. 


It is more difficult than usual 
to produce any real work during 
a holiday week, #0 we have been 
putting in our time catching up 
on our reading. We have been 
wading through Mr. Kiplinger’s 
letter and assorted other “letters,” 
as well as the fine type on financial 
pages and the charts and graphs 
and predictions which fill the non- 
fiction press. And, inevitably, we 
have been exposing ourselves to 
practically continuous prattle 
about the length, breadth and ex- 
tent of the coming depression, re- 
cession or bust. 

A couple of months ago we 
stuck our necks out in this column, 
like this: 

“Any ‘free enterprise’ economy 
which accepts a ‘bust’ a year or 
two hence as inevitable doesn’t 
deserve to survive.” 

After conning the predictions of 
the pros, which differ from each 
other only on details, but are sur- 
prisingly unanimous as to the in- 
evitability of some sort of reces- 
sion, we are more than ever con- 
vinced that when we said that, 
we stuck our necks out in a good 
cause. 

If all of us are so certain that 
present conditions are heading up 
toward a recession of some kind 
or other, why aren’t we doing 
something about it? Is_ there 
nothing we can do when we see 
danger on the horizon, beyond 
battening down our hatches and 
hoping we’ll survive the storm? 

Now, it may be that we think 
a bit of backsliding, economic- 
wise, is a good thing; that we can 


be sure it won’t get out of con- 
trol, and that it will be wise for 
us to make no effort to prevent 
it. Under those conditions, we are 
of course completely justified in 
doing nothing and in wélcoming 
“corrective action’ on the part 
of the economy. But if this is the 
2ase, we've still got to face the 
future confidently, without gloom 
and, without misgivings, sure that 
the minor cloud we see on the 
economic horizon will benefit all 
of us. 

If, on the other hand, our econ- 
omists and our business men are 
as deeply concerned with what 
may happen during the next six or 
twelve months as they profess to 
be, then any attitude of fatalism 
is a complete negation of our oft- 
expressed ability to master cur 
own fate, and an abrogation of all 
the things for which free enter- 
prise is supposed to stand. 

It is always much easier to 
blame others—the government, 
labor, the trend of the times, or 
what not—for our ills. It is a 
| lot more difficult to accept condi- 
tions as they are, realistically, and 
'to work like the very devil to 
shape them to our wishes. 

If all we can do in the face of 
reported disaster is to shrug our 
;shoulders and confess our im- 
| potence, then our “free enterprise” 
economy doesn’t deserve to live. 
Anyone can do a good job, or at 
\least an acceptable job, when all 
the conditions are right. True 
|initiat:ve and enterprise, however, 
'make their mark when the skies 
are gray and the outlook stormy. 


Fair Trade Laws and Testing 


As advertisers move into a 
period in which hard selling again 
becomes the order of the day, the 
necessity for clearing up the situ- 
ation with regard to fair trade be- 
comes more urgent. As reported in 
these pages last week, there is an 
important difference of opinion 
among merchandisers as to 
whether price-testing and com- 
bination-offer testing in isolated 
areas vitiates fair trade pricing 
regulations in other areas. 

Some merchandisers argue that 


fair trade prices are not disturbed 


by tests made in isolated areas, 
whereas others—among them the 
secretary of the New York State 
Pharmaceutical Association—insist 
that there is no interpretation pos- 
sible which will permit varying 
prices under fair trade contracts. 

This is a point which requires 


regen clarification and care- 
ful attention, especially since fair 
trade prices are in every case set 
lon a statewide basis, and the in- 
'terpretations placed on this prob- 
lem may conceivably vary widely 
in the 45 states in which fair trade 
agreements are legal. 

| Since the end of nationwide 
price maintenance, the drug in- 
| dustry has gone almost 100 per 
| cent fair trade, and the use of this 
|device in numerous other fields, 
 wokabiy the small appliance field, 
has become more widespread than 
ever. As fair traders move into 
harder selling and perform more 
and more test operations, they will 
have to know, beyond a doubt, 
whether they are jeopardizing 
|their price structures on a state- 
wide basis every time they run a 
test in a single area. 


“It's a new kind of quiz show—I lost!" 


—This Week Magazine 


| Ambassador-At-Large 
Jack Schafer, president of Peter 
Pan Bakeries, in Kalamazoo, be- 
lieves in advertising, but he doesn’t 
like having to depend on the 
American flag for protection of 
his promotions. For his 50th an- 
niversary celebration he bought 14 
Army surplus barrage balloons 
and had them lettered for display 
throughout Michigan. The first 
one was shot down by a .22 calibre 
bullet. The chief of police sug- 
#ested that the addition of an 
American flag would make firing 
on it a federal offense. The balloon 
was patched up and more helium 
pumped in. But the next morn- 
ing its rope*broke and the 34-fooi 
runaway is still at large, carrying 
the legend “Schafer’s Culturized 
Potato Bread” in three-foot letters 
to interested prospects, we hope. 


Gal Friday Gripe 

One of our friends, a hardwork- 
ing salesman, recently sounded 
off on a pet personal gripe—secre- 
taries. } 

Nothing burns this man up like 
calling an office and asking for 
Mr. Doakes, only to have the fol- 
lowing conversation: 

“Mr. Doakes’ office.” 

“This is Mr. Grim of Blatzis & 
Howes. May I speak to Mr. 
Doakes, please?” 

“What was that name, please?” 

“Grim. Grim. G-r-i-m.” 

“Oh, yes, Mr. Rim. And whom 
are you with?” 

“Blatzis & Howes.” 

“Oh, yes. Well, what do you 
want to talk to Mr. Doakes about?” 

Our friend is a man of courtly 
manner, gentle to children and 
stray animals, and years of golf 
and the advertising business have 
given him a firm grip on his 
temper. But his knuckles are 
white on the telephone. 

“T want to talk about advertis- 


ing,” he says pleasantly, “and 
may I speak to Mr. Doakes, 
please.” 


“Oh, advertising,” says Doakes’ 
little helper. “Well, then, Mr. 
Trim, you don’t want Mr. Doakes 
at all. You want Mr. Filbert, our 
advertising manager.” 

Now it happens that our friend 
has sold this company for some 
years. He knows Filbert; he 
knows Doakes. He knows he ought 
to talk to Doakes about this par- 
ticular project. And there’s some- 
thing about this St. Peter-at-the- 
gate attitude which gripes him. 


that. I also know that I want to 
|talk to Doakes. Now will you 
please tell him Bill Grim is call- 
ing?”’ 

Short silence on the other end 
of the line, then a click and 
Doakes’ voice: “Hello, Bill, how 
are ya?”’ And so to a conversation 
which clinched the sale, and after 
he had hung up the ’phone our 
friend sat glumly looking at it. 

He feels there is a 


| Norm C stands for “Normal Citi- 


“Took,” he said shortly, “I know | 


growing | 


| that Montgomery Ward & Co. dis- 


sentiment among business execu- 
tives to let their secretaries do a 
seining job, particularly on tele- 
phone calls. And he thinks it’s a 
bad idea. 

Being reasonable, he knows that 
secretaries probably do the sein- 
ing job at the direction of their 
bosses, but he doubts if the boss 
knows how they do it. He thinks 
the secretaries are particularly 
sloppy about people who know 
their bosses well, and who talk to 
them frequently. 

He says he can understand some- 
thing like this happening the first 
couple of times he calls an ac- 
count, but if it keeps on he thinks 
it shows that the boss doesn’t 
really know what goes on in the 
outer office. And he thinks it 
wouldn’t hurt a bit if he listened 
to what happens when his phone 
rings in that outside cubicle. 


Jottings 

Bob Trout, CBS correspondent, 
recently reported in an interview 
with French Minister of Economy 
(at the time) Francois Demen- 
thon that the French are much 
concerned about their products re- 
gaining prewar standing in the 
United States. M. Dementhon said 
an American friend had recently 
complimented him on _ French 
Roquefort cheese, saying it was as 
good as American “Roquefort.” . . 

B. Mike, radio columnist of the 
Portland Oregonian, cracks: “Can't 
understand why the Postal De- 
partment hasn’t adopted ‘To Each 
His Zone’ for its own slogan.” . 

When the William Carter Com- 
pany held its annual convention 
in Atlanta, a feature was a style 
show entitled “From Red Flannels 
to Black Nighties.” . 

For the followers of Douglas 
Leigh, who apparently has done 
more for the electric light than 
anyone since Edison, we are happy 
to report that he has a startling 
display on Times Square, which 
uses 15,000 light bulbs, and to 
which Mr. Leigh’s press agent re- 
fers modestly as a “super spec- 
tacular.” . . 

As one of the people who were 
perturbed over a series of photo- 
graphs which arrived weekly at 
our office, each carrying a picture 
of a man we never knew, signed 
“Norm C,” we were relieved to 
find it was a promotion stunt for 
Thrilling Fiction Group, that 


zen.” . 
And we can report with awe 
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-| articles on the subject. 


tributed 5,841,016 copies of its | 
Christmas juvenile booklet, en- | 
titled “Rudolph the Red-Nosed | 
Reindeer.” . . 

And Beltone’s research depart- 
ment (Beltone makes hearing 
aids) is offering a booklet to deaf 
persons explaining the fenestra-| 
tion operation, which relieves. 
deafness. This ought to mark a 
high in unselfishness. . . 


The following documents may be | 


secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISING 
AGE, 100 E. Ohio St., Chicago 11, 
Ill. 


No. 2737. The Railway Market. 

Simmons-Boardman Publishing 
Corporation, publisher of Railway 
Age, Railway Engineering Main- 
tenance, Railway Mechanical En- 
gineer and Railway Signaling, has 
issued this survey of the market, 
including a table of railway pur- 
chases from manufacturers 1929- 
1946, covering the first six months 
of each year. The folder sum- 
marizes railway maintenance, 
modernization, signaling projects 
and future trends. 


No. 2738. Market Digest of Wich- 
ita, Kansas. 

Wichita market data, including 
an analysis of population, em- 
ployment, sales and market indica- 
tors such as sales tax collections 
and auto registration, are shown 
in this new booklet, issued by the 
Wichita Eagle. 


No. 2733. A Billion in Building. 


This market study, issued by 
Western Building, reports that 
over $1 billion worth of building 
permits were issued in the 11 far 
western states, Alaska, Hawaii and 
British Columbia in the 12 months 
following the end of the war. The 
booklet points out regional differ- 
ences between the western and 
eastern building markets, and 
tabulates 24 lines of products 
iandled by western retail lumber 
and building material dealers, 
with the number of dealers in the 
region handling each type of prod- 
uct. 


No. 2726. Is the American Dining 
Room Doomed? 

Believing that the dining room 
is passing out of the architectural 
picture, Crockery & Glass Journal. 
a Haire publication, has launched 
a campaign to defend the dining 
room as a wholesome factor of 
American family life. This book- 
let is a reprint of a special section 
of the publication containing 


No. 2691. Seven Surveys. 


Business Week has issued thi: 
folder, which reports the results 
of seven independent surveys 
made to determine the regular 
reading habits of management 
men. The surveys were conducted 
in 1944, 1945 and 1946. 


No. 2717. Advertising Builds C 
sumer Acceptance for a Prd 
uct. } 

In this folder, House Beauti'fu 
holds that “all consumer markyet: 
do not represent equal opportun'- 
ties for any given market.” “Log'- 
ical markets,” the booklet says. 

“are made up of people who have 

the capacity for making full use of 

the product and who have th« 
money with which to buy it.’ 

Charts indicate who has the 

money, where savings are concen- 

trated, and how House Beautiful 
readers stack up as a market. 


No. 


2732. Sales Routes, Sout 
Bend, Ind., Including Misha- 
waka. 


The South Bend Tribune has is- 
sued this route list, which contains 
17 routes covering South Bend 
retail grocers, six routes for Mish- 
awaka, Ind., and names and ad- 
dresses of chains, wholesale groc- 
ers, pharmacies, hardware dealers 
and others. 
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EVERYBODY IN TOWN SEES THE 


REDBOOK 


NATIONAL SHOW 
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MAKE THE 
REDBOOK NATIONAL SHOW 
YOUR SHOW 


These young Redbook families lay nearly 
$4,000,000 on the line each year for the 
entertainment of the Redbook National 
Show starring the greatest fiction writers 
of the day. 


It has a cover-to-cover rating in all 
surveys. 


1,650,000 of these youthful, re- 
sponsive families await your ad- 
vertising. And the Na- 
tional Show is your show 
for a full page every 
month in the year at 
a total cost of 
$44,100. 


They operate with real folding money— 
$6 billions of family income. The ma- 
jority of Redbook families are under 35 
and youth never has pinched pennies. 
They want everything and they bry it. 
70°; of these Redbook, U. S. A. families 
own cars. Because théy’re young it takes 
$198 millions worth of tires, gas and oil 
to keep them going. 


And they eat plenty of food!—nearly a 


billion dollars worth. 


PER MARKET 


1,650,000 families wouldn’t buy $134,- 
000,000 worth of cosmetics and other 
drug store products if they weren't young, 


vivacious and going places. 


$3,675 a page isn’t very much to cover the 
volume of purchasing power represented 
by the 1,650,000 families living in Red- 
book, U. S. A. Think of it—reaching 
every one of these families every month 
in the year for $44,100. That’s all it costs 


in Redbook. 


“me REDBOOK | 


Send for the Redbook state-by-state analysis of family buying power. 
Write or phone Redbook, 230 Park Avenue, New York 17, New York 
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in Chicago. Part of the agency staff who got into the picture are, left to right: 
Web Coleman, president; Harry Thornton, art director; Bert Alexander, artist; 
Edna de Russy, space buyer; Brown; Doris Ellison, research; Joe Dick, artist, 


| 


AULD ACQUAINTANCE—Don Makins, far right, account executive of Techno- 
graphics, Inc., prevailed upon Joe E. Brown, whom he had known while on Navy 


the opening of the agency's new offices 


Utility Gets 
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“ona sancets im Jet-Heet Names Agency 
IO — Waldorf - Kerns - MacCracken, 
— New York, has appointed Hanly, 


Hicks & Montgomery, Inc., New 
York, to handle forthcoming ad- 
vertising for the Jet-Heet furnace. 


| \ LOVE My w\FE, BUT... 


' I Phoenix, Arizona, there’s a man who’s suing for 
divorce. ‘‘Your Honor,’ he complained, “‘she hit me 5 
times in the head with an axe. AND I’M TELLING YOU, 
if that keeps up, someone is going to get hurt.” 


In Albany, New York, a wife has sued for annulment. 

She has a six-year-old daughter. But she claims her hus- 

- band has refused to carry out his part of a pre-marital 
;, agreement. He promised her five children. 


In New York City, the cops picked up a man on a 
disorderly conduct charge—claimed he was drunk. 


& In his own defense the man protested, ‘‘Last week, 
i: Judge, I earned $105.90. My wife gave me just 40¢ of 


it besides my carfare. Judge, I ask you, can a man 
get drunk on 40 cents?”’ 


7 * * 


We won’t answer that. We just want to point out how 
these items, plucked from a Dell Men’s Group maga- 
zine, get immediate, sympathetic attention from readers. 
Our readers can appreciate the trials and woes of the 
race without losing proper detachment . . . 77.8°%, are 
married men themselves. They like to read about people 
and insist on fact-detective matter. That’s why those 
one million men read a Dell Men’s Group magazine 
every month. That’s why 87.2% read the magazines 
from cover to cover. That’s why ads get read in Dell 
Men’s Group magazines. 


INSIDE 


fact 


If you read it in Dell, it’s a 


can 


DELL PUBLISHING CO., INC. 
149 Madison Ave., New York 16 


CLUES TO THE DELL MEN’S MARKET: Median age of reader 35.8... 
median income, $2,950... 3.4 persons per family... 77.8% married... 37.3% 
ovn their own homes... 1,126,697 circulation, ABC, 3-46. ’ 


Young Customers 
to Write Jingles 


IRONWOOD, MicH.—Customers of | 
the Lake Superior District Power | 
Company are writing radio com- 
mercials for the firm in an unusual 
‘contest being promoted by spot| 
‘radio announcements, newspaper | 
ads and direct mail. 
| .A pre-contest promotional cam- 
paign shows “Reddy Kilowatt,” 
|cartoon-like symbol of electrical 
|energy, mourning the fact that he| 
|has no voice. Later advertising | 
|announces the campaign to pro- 
|vide him with a voice. Boys and 
girls are asked to write jingles 
| telling what Reddy Kilowatt does 
|around the house and how cheaply 
‘electricity works. 

For six weeks the jingles are| 
submitted to the company, and | 
‘each week eight winners are 
|selected. The jingles are read by} 
the children on a 15-minute broad- | 
cast over a local station. Con- 
sumers are supposed to vote for 
the jingle and the voice they like 
best—and each “voter” is entitled 
to as many votes as the kilowatt 
hours he used in the previous 
month. A table model radio is 
awarded to the child receiving the 
most votes each week. At the con- 
clusion of the series all winners 
will compete for the final prize— | 
a console radio. 

The campaign is being handled | 
by Klau-Van Pietersom-Dunlap | 
Associates, Milwaukee agency. 

In a similar contest, held in| 
|Fond du Lac for the Wisconsin | 
Power & Light Company, more | 
than 4,000 consumers participated 
|—about 45% of the company’s 
customers in that city. 

According to V. F. Lawrence, 
account executive with the agency, 
the contest will be extended to} 
Janesville and Sheboygan, Wis., | 
in January. 


Rankin Agency Moves; 
Lists Eight Partners 


William H. Rankin Company, 
New York, has moved from 101 
W. 55th St. to new office space 
embracing a five-story building at 
123 E. 39th St., New York. 

The 28-year-old agency, which 
employs 75 persons, is headed by 
the following general partners: 
| Mr. Rankin, director of plans and 
media; Francis H. Royer, general 
nianager and comptroller; Myrtle 
A. Roger, executive director of 
service; Muriel E. Saul, production 


manager; Joseph E. Sica, art di- 
rector: Anthony J. Rabito, chief 
artist: J. Bruce Ross, secretary and 


copy chief, and Winifred A. Bauer, 
treasurer. 


‘Major Records Appoints 


Thomas J. Valentine, Inc., New 
York, which puts out Major rec- 
ords, has appointed Donovan & 
Tnomas, Inc., of that city. Ad- 
vertising will promote the com- 
pany’s sound-effect and incidental 


niusiec recordings, record libraries, 
and nationally distributed educa- 
tional health film. 
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Breier’s Plans Campaign 
Marcus Breier’s Sons, New York, 


next year will feature three all- 


weather Bantamac jackets—Um- 


| brella, In-The-Big, and the Bren 


Gentleman’s Jacket—in Esquire, 
Holiday, Pic, Sports Afield, and 
True. A dealer promotion material 
of newspaper mats, window dis- 


|play material, and counter cards 
| will 


supplement. The company 
had formerly featured 13 styles. 
Byrne & Harrington, 
New York, is the agency. 


GF Promotes McGrath 


H. P. McGrath, manager of the 


commercial feeds division of Igle- | 


heart Brothers, 
division 


Evansville, 
of General Foods Cor- 


|poration, has been named assist- 
of the Post| 


sales manager 


Ind., | 


| 


cereals division, New York. Mr 
|'McGrath joined GF as a retai 
salesman in 1931. 
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1947 will be 
a prosperous New Year 
for advertisers 
who use 
50.000 watts on 680 K 


in Texas 


DAY BALTHROPI 
10,000 WATTS ae 4 ‘bd Station 
NIGHT - Manager 
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. Mr sociation of Public Relations Coun- | most to improve the technique and Moesinger Moves 
retai Hoffman, Peare sel here Jan. 15. application of public relations _ Henri pt Sor gern 
. | The dinner also celebrates the) through top-flight proficiency from |. a ae shale’ aie : 
Sl t d t R j : ; 3 comptroller and media irector 
—-+ ate @) ecelve |association’s tenth anniversary. | the professional standpoint during for Kiesewetter, Wetterau & Baker, 
— («OR es Mr. Hoffman will receive the| the past year.” New York, will join Sweetser, 
Publicity Awards scroll presented annually to the_ ements Byrne & Harrington, pn pony 
New York — Paul G. Hoffman,| person “considered by members of | ist as” business manager and media 
president of Studebaker Corpora-| the association to have made the Servel Expands Lis director, effective Jan. 1. 


° | 
tion and chairman of the Commit-| greatest contribution during the Servel, Inc., Evansville, Ind., | 


| > A | ~st] . 
tee for Economic Development, | past year, through public relations, | fag alge ne gmc WHAR Names McGillvra 
and Robert S. Peare, vice-presi-|to the national welfare.” ’ 4 


; ; duce the 1947 Servel gas refrig- Station WHAR, Clarksburg, 
dent of General Electric Company,| Mr. Peare will receive the scroll} gator with a greatly expanded|W. Va., has appointed Joseph 


y] will receive top awards at the an-| presented annually to the indi-| schedule of full-color advertise- | Hershey McGillvra, Inc., as_ its 
nual dinner of the National As-/| vidual “considered to have done! ments in 11 magazines. |national representative. 
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INTEREST... 


M. I. edi-pictorial technic 


does a monthly molding job on the 
management mind. Molds it in the 
responsive mood for advertisers. too! 
The combined elements of staff- 
research,  staff-writing and pictorial 
journalism (and the = highly-visible 
ads) power readers with fresh per- 
spective. The fact is, Modern Industry 
goes to more than 55,000 men at all 
levels of management in the most 
important manufacturing plants 

more than 31,500 of them. And this 
gives the advertiser worthwhile cov- 
erage in 50% more worthwhile plants 


than he can get through any other 


publication directed to the manufae- 


turing industries. 


Modern 
ADVERTISING////DISPLAY CO. |_| | | 
1216 Jackson Street | iin Cincinnati 10, Ohio ond we “y & 


Young & Rubieam, Inc.—adapted 
for use by Modern Industry. 
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Appoints Eckstein 


Paul H. Eckstein, who, prior to 
the war, was. sales promotion | 
manager and district sales man- 
ager in the southeastern states for | 
Stewart-Warner Corporation, has | 
been appointed assistant general 
sales manager of the domestic ap- 
pliance division of Pressed Steel 
Car Company, Chicago. 


"“*TRADE 


Exporters in every industry. 


LET US MAKE YOUR a Now! 
To Develop Export Busines: 


Murray Serman 
Managing Director 


t == 


EXPORT 
IN WORLD MARKETS" 


We have direct contacts with leading BUYERS throughout the world 
for all types of products and services for manufacturers, Jobbers and 
Shippers—Forwarders—Banks. 


OUR THREE BIG GUIDES BRING RESULTS 
THE LATIN AMERICAN BUYERS GUIDE 
Printed in Spanish mailed direct te Latin America 


INTERN’L EXPORTER BUYERS GUIDE — INTERN’L EXPORTER INDUSTRIAL GUIDE 
Mailed to other World Markets 


Over 1000 Advertisers 
WRITE FOR FURTHER DETAILS 
LATIN AMERICAN BUYERS GUIDE CO. 


1261 Broadway, New York 1, N. Y. USA 


‘46 Pilot Strike, 
Plane Grounding, 
Cut TWA Ad Plans 


Expects to Resume 
on $1,500,000 Basis 
as Traffic Rises | 


New YorkK—Transcontinental & 
Western Air—which was clipped 
with two of the roughest business 
breaks of 1946—will continue to 
advertise in 1947, but at some- 
thing less than the $1,500,000 rate 
of 1946. 

During the past year, during 
which the company was engaged 
in pressing its lines across the At- 
lantic, through the Mediterranean 
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it had to contend 


and into India, 
with 83 days in which the Lock-| 
|heed Constellations were grounded, 


and with a 26-day pilots’ strike. 
But company officials have ve- 

hemently denied the 

rumor that 


that its advertising, keyed to load- 


|ings, would pick up after the sea- 


sonal lag. 

The average advertising expen- 
diture of airlines is about 4% 
of the cargo, passenger and excess 
baggage revenue. This rough cri- 
terion holds for TWA, which says 
it spends slightly less than 4%. 
TWA’s advertising is aimed at 
these three categories of revenue, 
and the omission of air express 
is due to the fact that Railway 
Express handles this portion of 
air transport. 


To Skip Magazines 


As a result of the pilots’ strike, 
besides the general retrenchment 


repeated | 
TWA would merge} 
| with another airline, and declared 


merican 
viation 


a 


SKYMASTER CREW — 


the airlines are big business —— 
keeping them informed is our business 


= 


UNITED AIR LINES 


in the organization after an ex/ 
pensive year, the company wil] 
be out of national magazines dur 
ing the first quarter of 1947. Dur- 
ing the next quarter, the company 
will stick to newspapers, outdoor: 
possible spot radio and sanaaasioas!! 
sale material. 

By April, the worst months of 
the airlines’ travel cycle will be 
past, and the company expects to 
step up its promotion “concomitant 
with operations.” 

In the background of TWA’s 
decision to reef its promotional! 
sails lay a stormy year. In July, 
1945, TWA was awarded routes 
stretching from New York to 
Shanghai. On Feb. 5, 1946, TWA 
planes started the Paris run, and 
the line drove eastward, bucking 
local political intrigue each step 
of the way; on Jan. 5, 11 months 
since it started its first interna- 
tional flight eastward, TWA will 
start flying into Bombay, next-to- 
the-last stop on its projected route 
to Shanghai. This expansion was 
expensive. TWA was in direct 
competition with foreign lines, 
notably the British BOAC and the 
Dutch KLM, most of the way, 
and its advance was paced, in fact, 
by the advance of the British. 


Rumor Mills Get Going 


While this outlay was being 
made to expand the line, the twin 
disasters of the Constellation’s 
grounding and the pilots’ strike 
took place, and the rumor mills in 
Washington and Wall Street be- 
gan to grind. It was said that 
there was to be a merger between 
TWA and Pan-American; that 
TWA would drop its overseas 
routes. Neither is true. 

TWA—like many other airlines 
—has cut its personnel. It has had 
to reduce plans for promotion and 
for expansion. Perhaps the most 
ambitious of American lines, TWA 
holds various percentages of stock 
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in TACA Airways (to Latin 
America), Hawaiian Airlines, 
Italian Airways, Iranian Airways 
and Philippine Airlines. 

The company has consistently 
advocated the extra-fare plane, 
and the Constellation travele 
pays more to fly, just as the Strato- 
liner passenger did. Like othe: 
airlines, it is trying to find the 
point of loadings where a flight 
is profitable. Before the war, 65% 
loading was considered profitable 
operation; with increased _ cost, 
some airline men think the figure 
is nearer 80% today. 

The company’s international di- 
vision is now accounting for about 
20% of its dollar volume. Thi 
percentage is likely to grow. Be- 
fore the war—and before -airline 


went into the overseas busi 
ness heavily— American steam- 
ships carried 80% of the Nort! 


Atlantic. travel, both east anc 
west. The airlines, TWA amon: 
them, hope to keep that percent 
age. 

This year’s TWA _ advertisin 
budget was split evenly betwe~ 
“‘space”’ and “all other,” allocati, 
about $750,000 to space. Its }' 
ternational appropriation is ab 
33 1/3% of the domestic. { 
| As of July 31, 1946, TWA 24 
|spent $826,000 in advertising a 
publicity, in a statement filed wii’ 


|airlines (omitting Pan-American 
| which does not file a statement) 


Building 
SUPPLY NEWS 


the Civil Aeronautics Board. Th 
;made it second among American 
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“ will pent $1,146,000 during the same|and $26,500,000 for additional| speed of 340 miles an hour and/|ule dependability. . | ce Beene Sees perce 
s dursperiod. United was third with ground facilities, according to|the Martins 300 miles an hour. During 1946, United rolled up jt re tena amiatindh. 
Dur.801,000. All airlines had spent| W. A. Patterson, its president. Both have altitude conditioned | 1,072,000,000 revenue passenger > 

cabins. |miles, 88% over 1945. Revenue 
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opped only by American, which 


nore in the first seven months of 


|than $54,300,000 for 


new planes 


United already is receiving the 


The Stratocruisers will have aj|hopes to make progress on sched- 


Lowitz will be account executive. 


mpany ; ; a : er ; ; ine at 
1946 than in the same period of| first of 35 Mainliner 300’s, which A fourth new type plane—a| airplane miles jumped 44% to ap se 
oor 1945, when TWA spent $606,000, carry 56 passengers each and pro-| Martin 404, combining turbine-| | proximately 55,000,000. SIGHS OF LONG LIFE 
American $893,000 and United|vide 5-mile-a-minute, coast-to- | driven propellers with jet pro- ____ FOR QUANTITY BUVERS 
ths of°693,000. coast service. , pulsion, is to be delivered by mid-| Nashua Names Thompson THE ARTKRAFT* SIGN CO. 
ill be) Kudner Agency, Inc., handles| Later in 1947 it will take de-| summer for experimental flights | Nashua Mfg. Company, Nashua, Division 
cts to [T'WA’s domestic and international | livery on an $11,000,000 fleet of|on all-cargo schedules. 'N. H., textile maker, has named Set ian 5oonne 
nitant}2dvertising. seven four-engined double deck By installing a new electronic | J. Walter Thompson Company, | y , 


—— | 


automatic pilot as standard New York, to direct its advertis- 
Anson C. 


equipment on its planes, United|ing, effective Jan. 1. 


| Boeing Stratocruisers, and 50 new 
type twin engined Martin 303’s. 


*Trodemerks feg US Par OF 


TELLS ‘WHAT'S RIGHT 
WITH THE AIRLINES’ 


Los ANGELES—Western Air Lines | 
is cracking back at criticism of the 
air transport industry with a na- 
tionwide campaign including 
magazines, metropolitan newspa- 
pers, radio, direct mail, window 
displays and group selling. 

Magazine and newspaper copy, 
headlined “What’s RIGHT with 
the airlines,” tells what is being 
done about the four most common 
criticisms of air travel—irregular 
operations, weather delays, insuf- 
ficient facilities and insufficient 
reservation facilities. 

The ad, said Western Air Lines’ 

way, magazine and feature bureau, “is 
. fact.| designed to put an end to the fad 
1. in some of the big popular maga- 
zines of castigating the airlines.” 
Copy will appear in newspapers 


TW A’s 
tional! 
July, 
routes 
*k to 
TWA 
1, and 
icking 
| step 
ionths 
erna- 
. will 
xt-to- 
route 
1 was 
direct 
lines, 
id the 


HEs 


OUR CAPITOL 


being] Of cities served by Western Air 

twin] and 22,000 reprints will be sent 

tion’s} out by direct mail. The message 

strike] counteracting “negative journal- 

ills in} ism” also will be included in time- 

t be-]| tables; and will go onto easeled 

that | cards in ‘ticket offices throughout 

ween | the system. Special window dis- 

that | plays will include photographs 

rseas | showing constructive action taken : 

by the airline to meet criticism. 

‘lines | Short talks illustrated by charts 

shad J and graphs also are being pre- . p . 

1 andj pared for civic clubs and other ACK in the mid-twenties, anyone armed 

most § bookings. 

TWA | . . e ee 

stock | UNITED MAPS BIG | with a blue print plat of a subdivision eo 

Latin § EXPANSION FOR ‘47 . . - 

nes] Wasmmcron — During 1947, could peddle a hundred lots a day in Detroit 7 
YS @ United Air Lines will spend more! ; = : ; " : a 
: by merely saying that the property was “near Working with Free Press Pulitzer winner, 7 

ently 

—_ Ford’s”. “Near” meaning anything from one Kenneth McCormick, the duo turned up part of - 

rato- , ‘ ‘ ; P ie 

othe: to fifteen miles. Those were the lush times the evidence upon which the famous Kim Sigler 7 
the e . . . . 4 a ja : 

a when Owen Deatrick “took over’ at the Free grand jury did its nationally notable work in con- - 

table 


victing a few score legislative “corruptionists”’. 


cost, Press as Real Estate Editor ...a job that then 


gure 
qui infinite t ication, a . 7 
di. required infinite tact, continuous application, Brought up in the leg-work, team-work, F 
eh | digious thirst for work, and the running e i. . ; : 
= | ee , head-work “school” of journalism, Owen 
e- 


line 
USI 
am . 
ort! 
anc 
1ONns 
ent 


| vitality of a Nurmi. Owen did such an amaz- — Pyeatrick’s stories over the years have been a 


ingly good job on his assignment that he later significant contribution to the brilliant over- 


became state correspondent at Flint, Michigan. all editorial job that has made the Detroit 


Today, Deatrick files his dispatches from Free Press best-read, best-liked and most- 


ye 
ty. under Michigan’s capitol dome at Lansing. wanted in over 417,000 homes in the area. 

f <i si 

] Be ¢ THE Be es 
thi is o * 
ea | Slandand- Times. ‘ i 
vil Ss has been the buying guide of : Fi 
Ch S New Bedford families for over : a 
can i. 96 years, giving this information ° si 

can ‘= to the 4 million people resid 

nt) bs ing in its trading territory. JOHN S. KNIGHT, PUBLISHER 


E> Is Your New England 
%  $chedule Including 
= NEW BEDFORD? : 
= Are You Taking Advantage Of es 
One Paper Coverage? = 
Those who are tell us of good 2 


RESULTS. 


Brooks & Finlev, Inc., Representatives 
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KAUFMANN & FABRY CO. 
eee WAGASS AVENUE 


CHICAGO 


“Small Farm’ City 


|in the Central Valley of California. 


‘ard of living in the small farm 


Beats Rival ‘Big 


Farm’ Community 
Higher Standards, 


Revealed in Study 


|community, including retail sales , munities. 
/nearly double those of the “indus-| tural supplies were considerably 


trial” farm city. 

The small farm community sup- | 
ported 62 separate business estab- | 
in the large-farm community; 

The volume of retail trade in| 
the small farm community during | 
the 12-month period was $4,383,- 


|000 against only $2,535,000 in the 
|large farm community; 


Greater Retail Sales _ 
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Purchases of agricul- 


heavier in the small farm city, 
where these transactions 


handled locally. The industrial 


‘liskments, compared with only 35| community had a heavier volume | 
|of automotive equipment and fuels, 


used on its large farms. 


Volupte Names Levy 


Milton J. Levy, formerly vice- 


Expenditure for household sup-| president of Parfums Corday, Inc., 


|the small farm community as it| 


WASHINGTON—The Senate small 
business committee dramatizes the 
social and economic importance of 
small, individually-owned rather 
than “industrial” farms by com- 
paring the business and cultural 
developments of two similar cities 


The report, prepared by Dr. | 
Walter R. Goldschildt of the Uni- 
versity of California at Los An- 
geles, shows a vastly higher stand- 


Lovely 
after-dinner 


coffee cups! 


= 


| ees, the staff found. 


was in the large farm community. | 
Murray Cites Danger 


, | 
While Sen. James E. Murray, the | 
committee chairman, warns against | 


'nationwide generalizations on the | 


basis of the report, he feels that) 
it illustrates the danger of rapidly 
growing concentration of power. 

With each census of agriculture 
recording an increase in the aver- 
age size of farm, and a shift away 
from family-sized farm, he is con- 
vinced that the report “should 
cause alarm” to those interested 
in maintaining and strengthening 
society. 

The committee found that Din- 
iba, the small farm community, 
iad a population of middle class | 
yersons with a high degree of sta- 
vility and tenure, and a strong 
xconomic and social interest in 
-heir community. 

In Arvin, where farms are large, 
he population included relatively 
‘ew persons of social stability, ana 


| 1. large number whose only tie to 


he community is their uncertain | 


| ind relatively low-income job. 


Operators Little Interested 


Even the operators of the large- 
cale farms frequently are absen- 
If residents, 
hey often sought recreation in 
learby cities. Their interest in 
he community was no. greater 


| plies and building equipment was|and Kathleen Mary Quinlan, Inc., 
|more than three times as great in 


were | 


|New York, has been elected vice- 
president and general manager 01 
ithe Herb Farm Shop, a division 


‘of Volupte, Inc., New York. 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1llinois } 


This Is 


no time to be hibernatin’ 


It's time to get after those dollars in Lawrence . . . over 90 mil- 
lion is the spendable income of this great market! With over 


1900 retail stores, Lawrence folks find no reason for shopping 


anywhere but at home. And it' 


s through the ads of the Eagle- 


Tribune that they get their incentive to buy. The Eagle-Tribune 


offers you 82% home-delivered 


circulation. 


han the transitory laborer. 

The business men of the large | 
‘arm community frequently ex- | 
oressed their own feelings of im- | 


Reach the people who are better able 
to buy your product. Reach them thru 
their daily newspaper—the Eagle-Tribune. 
Read in 95 out of every 100 homes. ABC 


Give me 
a cup that 
really holds 


some coffee! 


There’s no accounting for their 


tastes, perhaps—but most married 


men will readily agree women’s 


tastes 


are different! 


That's why 


Yermanence; and their financial 
nvestment in the community, kept 


usually at a minimum, reflected 
he same view. 
Though each community had} 


»gricultural production of ap-| 
>roximately $2,500,000 with spe- 
tialized crops of high value and 
high cost of production, the small | 
“arm community supported 20% 
more pecple per dollar of agri- 
cultural production, 

More than half of the breadwin- | 
ners in the small farm community | 
vere independently employed 
business men, white collar work- 
ors or farmers, compared with a 
ifth in these classes in the indus- 
‘rial farm community. 

Less than a third of the bread- 
winners in the small farm com- 
nunity were agricultural wage 
aborers; nearly two thirds were 
n this position—landless and with 
»w and insecure inccme—in the 
ndustrial farm community. 


Supports Two Newspapers 


The small farm community sup- 
yorted two newspapers, each with 
nany times the news space carried 
n the single paper of the indus- 
rialized farm community. Schools 
nd churches were more plentiful, 
treets better paved, and the com- 
nunity boasted three parks. 

Sales of household supplies, 
‘lothing, sporting goods and 


Circulation over 35,000. 


Serving hundreds of national advertisers 


te EAGLE-TRIBUNE 


~ LAWRENCE, MASSACHUSETTS __ 


WARD-GRIFFITH CO. - NATIONAL REPRESENTATIVES” 


~ 
ed 


s? 
> = 
‘2 


MILLER & 


ee tis 


advertisers to women find the warm- 
est reception for their views in the 
magazine that caters exclusively to 


women’s tastes— 


THE MAGAZINE WOMEN BELIEVE IN 


ewelry in Dinuba, the small farm 
mmunity, amounted to $1,114,- 
00 compared with $349,000 in 
Arvin, its industrial farm rival. 
Per capita expenditures for 
‘lothing and luxury goods was $67 
n the small farm community, $18 
n the industrial farm community. 
House furnishings and household 
onstruction commanded $89 per a ' 
apita in the small farm commu- tes Te Se en 
nity, $38 per capita in the other. ' 07 NORTH 
Per capita expenditures for food, 
‘liquor and drugs were approxi- 
mately the same in the two com- 


AVENUE. 


CHICAGO+1+PHONE FRANKLIN 5854 
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| Thomas H. Young, U. S. Rubber bees Names Scaife Appoints Palmer 


lao rate Sagemagera ro ad As- H. G. Scaife, account executive | Cort Palmer, formerly with Peck 
SCCISIGH Gl NatOns vertisers;| 4 Russell T. Kelley Ltd., Hamil-| Advertising Agency, has been ap- 
Paul Hoffman, Studebaker Cor-|ton Ont., has been appointed a ‘pointed sales promotion manager 
poration, chairman of the Com-| director of the agency. lof House Beautiful, New York. 

mittee for Economic Development; 
Sigurd S. Larmon, Young & Rubi-| 
‘cam, chairman of American Ran 


sociation of Advertising Agencies,| — ag You have re | Product Story 


To Palm & Patterson 


Fageol Products Company, Kent, 
PANEL AT COAST MARKETERS' CONFERENCE—The group participating in a |Q-» manufacturer of gasoline en- 
panel discussion at a session of the Pacific Coast conference of the American | Sines, has named Palm & Patter- 
Marketing Association in San Francisco included Ransom Cook, vice-presi- | SOM). Cleveland, | to handle _ its | 
dent, American Trust Co., San Francisco; Rilea W. Doe, vice-president, marine advertising and promo- | 
Safeway Stores; Robert C. Elliott, industrial editor, San Francisco, News; James tion. 
E. Holbrook, vice-president in charge of sales, Paraffine Co's., and L. Edward Se ees tata 
Scriven, general manager, Niagara Duplicator Co., San Francisco. Blatz Appoints Lampman 


L.EDWaRD . and several economists and spe- | 
ED | Se t tater setations. | to tell the Doctor... 
Mere Lephc ate 2, : 
| 


=~ YOU CAN TELL IT BEST 


in the publication that is 


FIRST in tHe mepicat Fietp 


tyes 


Reaches Every Doctor a3 eee Every Month 


= ° Magazine Advertising Bureau;|merly general sales manager of | ¢ 
Harriman, Heinz /A. W. Lehman, Advertising Re. | Dailey Mills, Inc., Olean, N. Y.,| & 
‘ s has been appointed general sales 


to Address NPA "search Foundation; Dr. Raymond | .nq promotion manager of Blatz 


| Miller, consultant on rural affairs;| Brewing Company, Milwaukee. 


New York Meeting 


New YorK—W. Averell Harri- 
man, Secretary of Commerce; John 
Foster Dulles, United States dele- | 
gate to the United Nations General | 
Assembly; H. J. Heinz II, presi- | 
dent of H. J. Heinz Company, and 
James W. Young, J. Walter 
Thompson Company, chairman of 
the Advertising Council, will ad- 
dress a national conference of the | 
magazine industry sponsored by 
National Publishers Association at 
the Waldorf-Astoria Hotel Jan. 
16-17. 

In this first open meeting of 
NPA, problems of distribution, re- 
search, advertising, editorial, pro- 
duction, management and public 
service will be analyzed, said 
Walter D. Fuller, Curtis Publish- 
ing Company, NPA president. 
Howard Ehrlich, McGraw - Hill 
Publishing Company, is chairman 
of the committee in charge. 

E. W. Tinker, American Paper 
and pulp Association, and R. M. 
Fowler, Canadian Pulp and Pape: 
Association, will discuss the paper 
supply situation. 


“Tel- No dangling alliances with Plug-in Bean Pot. . . This . 
Lite WritingPad” flashes the “Eureka” cordless iron, ‘“NaxonBeanery” cooks: your i ’ 
when pencil is pulled out —‘ thermostat-controlied base. —_ meal with only 2c of current. . ‘i Woes 


Midnight messages 


Stub-toe stopper ... a walnut size fluorescent | 
light; invisible by day, burns a month for 2'/2__ 


cents. a nursery, sickroor Seen: hall, 
| 


To Discuss ‘Responsibilities’ 

Ben Hibbs, The Saturday Eve- 
ning Post; T. S. Matthews, Time: 
Otis L. Wiese, McCall’s; Frederick 
L. Allen, Harper’s; George T. De- 
lacort Jr., Dell Publishing Com- 
pany, and Earl Shaner, Steel, will 
participate in a forum on “The 
Magazines’ New Responsibilities 
to Society.” 

Other speakers will include . Power tool with | 
Frank Braucher, chairman of 36 comand ec weirking wood, plastics, 


soft metals . Kit HI, 300, Thane #3 complete, 


4 
iny toon-in . . . cigarette 
case size radio that fits 

your blouse pocket, handbag. 


GET THE 
CLIPPINGS — 


ee i... sentnsanrnee op scl on am " ae mes ons P —_ a i sae ae a ee 
News ltems—Publicity Tana A Sa Sn CRS ge BENS tree; explained . . . as editorial matter of prime interest and service: 


Guess where GADGETS 


such as the few shown on this page .. . are regularly pictured, described, 


—Retail Dealer Ads— wi Sek Tories copes sig nel In issue after issue of SuccessFuL FARMING . . . which serves more 
Editorials. We read  ——_* 
5,000 Newspapers and 

5 Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date | 
—Circulation of Pub- | 


lication | 


than 1,100,000 farm families in the 13 Heart States plus Pennsylvania 
and New York .. . families which own, work, improve and enjoy 
living on the best farms in the nation! With the largest investments, 
highest yields and cash incomes, best diversified and most mechanized 
farm factories and homes . . . with six prosperous years, billions in 


savings, want lists for every electric labor saver and domestic appliance— 


Kill-o-watt Kitty ., . shocks mice dead... the best electrical market in the world today! And SuccessruL FARMING 
reflex action expels ex-rodent, makes room 
for next victim on list . . . $1.25 plus postage. 


is the quickest short cut! ... If your products have kept pace with 
farm progress, find out about this medium which delivers the best 
of the farm market! ... Successrut FArMinc, Des Moines, New York, 


Chicago, Detroit, Cleveland, Atlanta, San Francisco, Los Angeles 


y gy SUCCESSFUL FARMING 


eh 5 


; Lustrous !omination . . . for old sliverwore 
PRESS CLIPPING BUREA ‘metal objects with the Warner “Sitverptater” 
165 Church Street, N.Y.C.7,N.Y. . ++ powered by flashlight batteries, $12.50. 


— BAretay 7-8371— 
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wo IS HE? 
When a business succeeds, it 
qrows. This growth calls for a more 
plex system of management and, often, 
more widespread buip 
Take a company like Allis-Chalmers, 
which has grown and progressed for $$ years. Just 
whe is Mr. A-C? Because the answer to a question 
_ tke that is complex, it is easy tor people te pick up 


_ ‘Wer the sake of the record, let's take Mr. A-C apart 
and see whe he really is. . 


wHO IS CAPITAL? 


_ Capital doesn't wear » silk hat at Allis-Chalmers 
“Capital tonsivis of 24.109 mockholders: whe 
wn an average of less than 10 shares cach 
My Capital might be a grover. a larmer, » widow, 
& school tdacher, of YOU. He might be a com 
pany employee Jn the office or shop or an officer 
of the conipany. 

- Me ene individeal o: family owns more than '; of | por- 
cent of the tetal steck of AUlis-Chalmers. T'u% is an example of 
_ Gemeécrate -sepership distinctive in the history of large corporations. 
\waveli, 


7 : 
"Who ip MY. Manageinent at Aflis-Chalmers? 


Mot just.the officers and division heads of the company. Management 
inthe block manager in the territory, the foreman in the shop. 
‘{Siamayoment ie every employee from errand boy to pres- 
 hehewt who contributes by word and deed to the progress of 
| (ee company. 
-*. “Spremiting “of etrand boys, two of the top afficers of Allis-Chatmers 
| witht-dhine job, “Two others sturted as salesmen in the field. 
“Pwo oars ws stadent engine..s, All Allis-Chalmers officers know the 
busines frome the ground up — through experience with the company. 
Wee Managemens doenn’t wear s high wing collar at Allee Chalmers. 
Weitner date he have siny monopoly ou his job. 
ewe TE iets ee 


ee es 


er 


WHO IS MANAGEMENT? 
Mavagemént, is the guiding hand (or head) hired 
by the Gerners to -foske ap organization tick — 
and click} Management coordinates the efforts 
- indivsduats and peta the directron the company 


Bs. 


wo IS LAson? 
The man who works in the shop is spoken of 
in the newspaper as “labor.” Actually, te : agp % 
may be a skilled craftemen, as much & master i4 


of his trade.as a dentist or a surgeon ie 
Actually he may be a part of Management a 
by reason of some suggestion he has made t vs 


to improve a process or a product 


Actually he may be s pert of Capita! 
through ownership of company ste ww . 
‘The fact that he works with his hands makes bio no less a part of 
Alls-Cosimers than the man or womuin whooworks ot a desk. The 
terms “Capital,” “Management,” and “Labor” are indefirute and over 
japping. Many « man who works in the shop is actually a part of a!) 

three groups 


: Introducing Mx. &) 
Whe then is Mr. A-C? He is 2 combination of 


23,100 stockhalders, 25.000 employees. newr!y 
5.000 dealers and their employees, and mic» 
than 10,006 suppliers who furnish in excess 
300,060 seperate items for manufactore 

He symbolizes 8 company in which no indi 
vidual or family owns more than *) of ] per- 
cent of total stock. 

His & » company which contributes some- 
thing to better uving in nearly ewery home in 
Amenca—in supplying machistes to grow and 
process food, generate electricity. pump water, 
buidd roads, produce busldany materialt 

Quite somebody, Mr. A-C! A potent con- 
tribator to the welfare and livelihood of mil- 
hone of people. It takes the right hand, left hand, head, heart aad pocket. 
book to-achieve such results. No one part of him can do the job alone. 


ALLIS‘CHALMERS 


RACTOR DIVISION + MILWAUKEE 1, 55.4. 


D-€vtUE DisHL CeaWieR TRACTORS + HOAD MACHINERY + sHotstEs 
FARM AHO IMOUITHIAL WHEEL TRACTORS + FARM #OUl Fr mENT 


IN NATIONAL MEDIA—This institutional message, first directed to employes 

and dealers by Allis-Chalmers Mfg. Co., is being given national prominence 

through full-page space in The Saturday Evening Post and January farm and 
trade publications. 


Allis-Chalmers, 
Ignoring Strikes, 
Keeps on with Ads 


1947 Program Will 
Continue on Same 
Scale, Tofte Says 


MILWAUKEE—Although Allis - 
Chalmers Mfg. Company, which 
claims to produce the world’s larg- 
est line of major industrial equip- 
ment, has been strike-ridden for 
more than seven months, it is con- 
tinuing its advertising as if it had 
no labor trouble at all. 

And it expects to continue its 


advertising schedules on the same 
basis in 1947. 

Usually, a company finding itself 
in such a situation cuts out its 


at least part of its paid space to 
“explaining” the situation. 

While Allis-Chalmers has run 
some ads presenting its side of the 


peared only in local newspapers. 
It has, however, sent direct mail 
pieces to its customers explaining 
|the prolonged strike. 


One Plant Avoids Strike 


The company’s home plant here 
|has been strikebound for seven 
and a half months. Six other plants 
—in Boston, Pittsburgh, Norwood, 
O., Springfield, Ill., La _ Porte, 
Ind., and La Crosse, Wis.—have 
been struck for periods ranging 
from three to six months. Only 
;}one A-C plant, in Oxnard, Cal., 


WWL 


New Orleans 


shouts its shows 
on car cards 
throughout 
the year 


"DURANTE-MOORE SHOW’ 
FRIDAYS 8:30 P.M. 


REXALL DRUG STORES 


| WW B70 on 


Your Dial 


Folks turn first to— 


- NEW ORLEANS | 


PARTMENT OF LOYOLA UNIVERSITY, 


The Greatest Selling Power in the South's Greatest City 


50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 


Represented Nationally by The Katz Agency, Inc. 


advertising altogether, or devotes | 


local strike picture, they have ap- | 


has not experienced a strike. The 
company approaches the year’s 
jend with all plants back in pro- 
duction except the huge home fac- 
| tory. 

The Milwaukee strike has in- 
creased in bitterness and violence, 
| with dozens of persons arrested 
for picket line melees and a score 
of policemen injured. The com- 
pany claims that more than 3,000 
|of its production workers have re- 
'turned to their jobs and that the 
"union local which called the strike 
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|is being misled by Communist offi- | Tofte said, “so for the first month hant 
‘cers. The union accuses A-C of!or so we didn’t change our ad- Farr 
'“red baiting” and of stalling in| vertising plans. Later, we just de- panc¢ 
|negotiations in an attempt to|cided to keep right on with ow Oct 
break the strike. | program, ignoring the strike, t thro 

An AA _ representative asked|keep our name before the pub- Allis 
Arthur R. Tofte, manager of Allis-/ lic.” spor 
'Chalmers’ advertising and public) 3 : shov 
/relations department, why, in view | Budget Trimmed Slightly Tl 
of the plague of strikes, the com-| The strike, said Mr. Tofte, was yeal 
|pany was maintaining its adver-|only “one of the reasons’ fo1 10% 
tising-as-usual stand. |dropping the Boston Symphony Toft 


“We didn’t know how long the! broadcasts sponsored by the com- 
strike was going to last,” Mr.| pany (AA, Aug. 5). On the other 


. 


| 
| 
| 
| 
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hand, he pointed out, the National | yet been approved, he said he is | Post, the tractor division played;more than a group of individuals 


Farm and Home Hour was ex-| confident that current ad schedules | 

panded to the full NBC network | will be maintained next year. 

Oct. 5 and is under contract; General machinery advertising | 

through mid-September, 1947. The| is placed through Compton Ad-| 

Allis-Chalmers tractor division | vertising, 

sponsors this half-hour Saturday | company preparing its own copy; 

show. Bert S. Gittins, Advertising, Mil- 
The company’s ad program this| waukee, has the tractor division 

year has been trimmed less than | account. 

10% because of the strikes, Mr.) , ; 

Tofte declared, and advertising in| Breaks ‘Post’ Page 

only some lines has been affected, | With a full-page color ad in 

Although the ’47 budget has not'the Dec. 


|\lapping function of labor, cCap- | purpose. 


New York, with the) 


23 Saturday Evening | 


up the inter-dependence and over-| banded together for a common 
When the ‘within the 
ital and management. The same | Fanaa” reaction proved favorable, 
message will run in January is-| |it was decided to run the same 
sues of farm and trade publica- | message in national media. 
tions. | Other consumer advertising, said 
Headlined “Meet Mr. A-C,” the! Mr. Tofte, will be continued next 
original copy was directed pri-| year in Business Week, Chicago 
marily to the employe and dealer | Journal of Commerce, Time and 
organizations, as an answer to! Wall Street Journal. Plans fo 
misconceptions about the company | production and marketing are de- 
and to explain Allis-Chalmers’ be-| pendent on termination of the 
lief that a corporation is nothing| home plant strike. 


slip it in the socket. 


Instantly 
100% as wanted. 


If you're after the homemaker, the 


OU pick up the plug of a lamp, radio, heater or vacuum 


you get exactly what you pay 


cleaner and 


for — complete — undiluted — 


same thing happens when your advertisement 


goes into Better Homes & Gardens. Here’s why ! 


By its very nature, BH&G screens out all readers except those 


actively interested in better homes —and better living in them. 


No fietion. No foibles. No dilution or spread-eagling of interest. Lunch-counter 


eaters and furnished-room dwellers have little reason to buy BH&G. 


But 3,000,000* homemaking families do. 


People making the most of a well-above-average level of family income— people 
enjoying the broader lives and up-to-the-minute activities of the growing suburban 
areas—find plenty to guide them in spending their 


money smartly. 


Such folks spend for a lot of things. Foods. Furnish- 
ings. Cars. (And the gas, oil and tires they need.) 
Wallpaper. Rugs. Drugs. Toiletries. Anything and 


everything a live-wire modern family needs. 


Service — and nothing but service — attracts BH&G 
readers. If it serves them, it can serve you. 


And we mean right now — in 1947. 


fresh facts on 
SERVICE THAT SELLS 


Who knows — maybe these facts 
can show you the way to a more 
efficient, more up-to-date media 
list. If your product sells in the home 
market — and which one doesn’t? 
— the BH&G representative has a 
lot of pertinent data to show. 


betler Homes 


‘Tyears yo"Faatr 


LIKE UME 


"baie elle iB 


and Gardens 


Antti bit Stre Magueie 


"1947 Circulation Over 3,000,000 


It’s a little 
embarrassing 
blowing your 
own horn, but... 


THE 


P.S. These are the official 
ABC figures for the 20 
distributing units, 6 months 
ended March 31, 1946, 


...and at the lowest 
cost per color page per 
thousand of any leading 

weekly magazine 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 3838 com- 
munities of 1000 population 
or more.These places include 
the 713 key cities where 50% 
of all retail business is done. 

@ More than 14,500,000 fami- 
lies live in these communi- 
ties—over 7,000,000 (nearly 
50%) read The American 
Weekly. 


@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 

@ This includes men and wom- 
en in every walk of life, in 
every income group, in every 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising . . . and for winning 
the enthusiastic support of local 
merchants. 


MERICAN 


\WEEKLY 


“The Vution’s Reading 
MAIN OFFICE 


Habit” 


959 Eighth Avenue, New York 19, N. Y 
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Nobody can chart it all the way.. But 
from hundreds of coal mine employees 
— men most directly affected by coal 
strife — COAL AGE has some new facts 
— facts wrung out of the tension of 
the recent coal strike. We believe they 
set up reliable guide posts for the road 


to coal peace. 


An Eventful Editorial Section 
im COAL AGE for December: 


“COAL AND THE COAL MINER” 


This was, perhaps, the toughest yet most interesting assignment 
ever undertaken by COAL AGE editors. Toughest, because it 
meant deep digging for facts at a time when facts were obscured 
by the tension of the recent coal strike and the bitterness of the 
court fight. Interesting, because it sought new facts in a brand 
new, far-from-glamorous but revealing direction—interviews 
with hundreds of coal miners in their own homes and on the 


streets of their own towns. 


A McGRAW-HILL 


PUBLICATION *° 330 WEST 42nd 


“Coal and the Coal Miner” is an intensified offensive in COAL 
AGE’s vigorous long-time fight for improved labor-manage- 
ment relations in the industry. 

We believe you, as a manufacturer of equipment used by the 
coal industry, will approve this clear and direct editorial. We 
believe you will like the journalistic enterprise which it 
exhibits — enterprise which has earned the highest regard 
and preference for COAL AGE throughout the industry. 
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IN COAL AGE 
FOR DECEMBER 


These are the high spots of this special 


editorial section. 


WHAT THE MINER THINKS 
= THE KEY TO THE PROBLEM 


In all of coal’s turbulence, scant attention has been paid to the 
opinions, the hopes and fears of the men most vitally affected 
—the miners themselves. To learn the significance of their 
collective thinking, COAL AGE sent a staff of trained research 
men to talk to them. By personal interviews in mining towns 
of all major coal producing areas, these men got the frank 
opinions of the miners — old and young, American and foreizn- 
born, white and colored, all of them members (some local offi- 
cials) of United Mine Workers. All of this, mind you, while the 
heat of the coal strike was at its highest; when, we believe, these 
men revealed most accurately their real thoughts and feelings. 


Out of the hundreds of answers to probing questions to get at 
the very root of their thinking, here are a few stand-out facts: 


When most people feel the miners have a deep gripe 
against their companies, the survey finds that 


* 79% believe their companies try to treat them 


fairly. 


With the miners having no voice in determining whether 
the strike should have been called, the survey finds: 


* 1. 60% think there are too many strikes. 


* 2. 65% want to vote secretly on future strikes. 


NEW YORK 18, N.Y. 


Despite these amazing facts, COAL AGE finds the miners still 
generally “sticking with John L.” These are but a few of the 
opinions brought out by 23 specific questions— opinions fraught 
with meaning for both the union and coal management. 


UNION’S GAINS AND LOSSES 
OF THE PAST 


Quick and vivid, the history of the United Mine Workers from 
1919 to 1946—through boom, bust and up again to monopoly. 
Useful because it points out the mistakes of the past, this 
record spot-lights the important events of the last 27 years; 
the strikes, issues, results, and people involved. Finally, a 
summary of public and official opinion and what it portends. 


THE JOB AHEAD FOR COAL 


Beginning with this statement “Mark December 7 as the date 
the coal industry entered a new labor-relations era,” the section 
concludes with a sharp and definitive plan. This plan not only 
includes a series of specific recommendations for action by the 
industry, but urges fourteen reforms for Congressional action. 


This forceful editorial section is a searching analysis. It throws 
much-needed new light on coal’s troubles—and it moves con- 
structively for the cause of labor-management peace in our 
country. 


A reprint of ‘“‘Coal and the Coal Miner’ 
will be sent on your request. 


ABC + ABP 
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Rea 24 Advertising Age, December 30, 1946 


Joins Service Engraving 

Paul Carlson has joined Serv- 

ice Engraving Company, Detroit, 
‘ in a sales and contact capacity. 


inte Sandwich Signs sign containing any form of busi- 


; ness or commercial advertising, 

The Common Council of Hart- | exceeding 9x12 inches in size, for 

ford, Conn., has amended section|the purpose of there displaying 

19-21 of the municipal code of | the same.” me 
Hartford by adding sub-section 


: OZAUKEE PRESS | R. J. Reynolds Tobacco Com-|—the tobacco, that _is—has ee ee ee oe Silex Adds Distributor 
nA pany ran a color page ad for | been advertised nationally. rhe | son, or cause to be placed upon The Silex Company, Hartford 
the weekly newspaper George Washington smoking to-|Esty agency was mummer than the person of another, on any side-|Conn., will add Hibbard, Spencer 


bacco through its agency, William usual about schedules, and Rey-| walk or street in the city of Hart- 
Esty & Co., in This Week Magazine a regretted its “inability to ford, any showboard, placard, or 
port washington, wis. ‘fee. 8. This is balleved to be the eee, Pee Seam Dor | 


'formation regarding future plans” | 
‘first time that George Washington | oe ion regarding p | 


Bartlett & Co., Chicago, to its list 


with pictures of distributors, effective Jan. 1. 


Controversy over the publication | 
of Edmund Wilson’s “Memoirs of | 
Hecate County” will get not a | 
chirp promotionally from Double- | 
day & Co. Doubleday plans to do} 
nothing either on the ban placed | 
on the book in New York, Boston | 
and Los Angeles, or on the find- | 
ings of a San Francisco jury that 
the book is not salacious. 


Whether You Use All 35 Official State Journals — or 


will not accept in the way of price | Just One — Your Advertising Calls for Only: 
increases has been sounded out by | 
what the Pittsburgh Post-Gazette | * one contract 


terms a “few brave retailers,” who | * one copy job and 
have discovered that among cash 


Just what the public will and 


THE MASTER KEY that unlocks 


customers with goods on order, | * One set of original this multiple medical market is the 
10% to 15% price increases will be plates (per insertion) Cooperative Medical Advertising Bu- 
decidedly not acceptable in an. reau—functioning under the sponsor- 
Cueningue” gumbher of cases | W one monthly statement - of the American Medical Asso- 
; ciation. 
= ae Every Journal belonging to the 
| The Art Directors Club of New 


| 

| Bureau is published by its own State Medical Association . . . reaches 
York is beginning now to plan | every member physician in the 42 states represented . . . stimulates 
for its 30th anniversary in 1950.|| interest via its local news content, exerts influence through its official 
| 4 § P. | Di \ With its proposed five-year pro-|| status. 
€ t. au ispat gram the club is hoping to include Finally, the Bureau expedites your entire state medical advertising 
publication of a history of theclub, || program by reserving space, ordering and delivering your plates to 
a an exhibition of advertising art in|| publishers and billing all costs. Through the Bureau, you may readily 
ar tioneer ress are countries throughout the world extend your coverage as the sales and distribution picture shifts. One 

to be featured in the 1950 “An- transaction, one continuing contact, a nation-wide market. 


th On Da th nual,” and a two-week national|| Readership data and details on the State Journal Group are ready for 
e A conference of art directors to be|| closer examination upon your request. 


held in New York. | 
Read by 9O% okthe |e ame apy COOPERATIVE MEDICAL 
1 uying may ecome Journals q 
° slightly more difficult. Phat listed ADVERTISIN G BUREAU 
4 35) O O eo le an credit regulations are being fa- | below. 535 N. Dearborn Street © Chicago 10, Illinois 
, vored by 87% of the credit 1 
agers in 136 cities in the U. S. and ALABAMA, Journal ef veya State Med. Soe., Journal ag hg Dag Cine 
t t Canad : ae fy KANSAS Med. Soe., Journal ot Alaska) : 
” ey au e yy or anada. Reasons given include: || ARIZONA Medicine KENTUCKY Med. Journal OHIO State Med. Journal 
Less take home pay, fewer as- Journal ef x , a at Med. Assn., Journal of hy a State Med. Assn., 
e * sured incomes and less govern- || CALIFORNIA and Western wicHIGAN State Med. Soe., PENNSYLVANIA Med. Jour- 
: aa - Journal of nal 
cyt zone. ment pay, increased cost of living, || CONNECTICUT State Med. MINNESOTA Medicine RHODE ISLAND Med. Journal 
lay-offs due to strikes and de/| DELAWARE Med. Journal lor a levees (Goto. “Utah . ~~. 
creased purchasing power | “ree coe” Ce Oe ee em  ERROLIOA tes 
“Less than 10% ot she people in the St Paul Despite these fears, 59% of the | era ssamaeiae ag tag yy se TENNESSEE “state aed. 
City Zone read any other daily gewspaper managers reporting say that charge | GEORGIA, Journal of Med. ney, JERSEY, SeGPER! OC Re ee. tes 
account use is being promoted.|| yawan mone NEW ORLEANS Med. and VIRGINI . Monthly 
RIDDER-JOHNS, INC.—Notiona!l Representatives More new accounts are requesting INDIANA iene Med. NOR HW CAROLINA Med. oe 
ss aaa nates die i is weekly payments instead of Assn., Journal ef Journal WISCONSIN Med. Journal 


442 Madison Ave Wrigley Bldg Penobscct Bidg Dispatch Bldg monthly. Credit men say that 
monthly payments look too big. 
These are some of the marketing 


Post-Gazette recent “Merchant Great Bi§ Man in the South 
| The GOLDEN Bett Jarmer 


American Tobaceo's advertising 
expenditures in 1946 — including 
expenditures for Pall Mall cigarets 
by its affiliate, American Cigaret 
& Cigar Company — reached the 
$10,000,000 level for the first time 
 paseeeed mote than ta tek tee 

,000, more than in . Im- 
DAILY CIRCULATIO 7 Scorer crouse sem 
; MARKET | for 7, and the Wednesday 
in 37 DOMINATE IOWA {fora Man whch got under wey GREAT MARKET! | 


this year. The magazine schedule 


orem manger \for Luckies was expanded re- 
Lal Lal . 
@ lowans are full of Set perme, Tl da halat eaamly , Golden Belt'’ Tobacco Growers received 242 
, ‘ wy | | @atesnic tery s. 8 6 - ste ° : 

, muy. The 38 nea | re illion Cash Dollars for their 194 This : 
the urge to buy “ae cAamor} © peter | \onarecd | To boost greater appreciation of Mitte sh Dollars fo © crop, % | 
newspapers of the Towa | eet? i UP or |common sense in civilian aviation, 33 county Tobacco Empire accounted for 28% 

: . Aesacistion : masal the training division of the Nav 
Daily Press Ass ocla concn Burr = wor fe A } - : Pf . 

: : hei big. com- carson ® or aan Oo Scone | Bureau of Aeronautics is issuing of the entire 1945 U. S. Tobacco Crop Value. 

9 "1T « Ome «| CEWTERVRLE® | . . 
with — the ~ ne ecucnane cara pamphlets written in a free-flow- * 
bined, daily circulation ing style seldom seen in official | 
“ = -hange literature, and illustrated wit , : : 
of 510,090 w ill chang ; : a ir product humorous drawine: d : h The Raleigh News and Observer is the ONLY Morning and 
a Get action for your | orous drawings. Three issued : : : i ” : 
this urge into action. & ; ; : 20 fit ae: Deskine Gene et Sunday Daily published in the entire “Golden Belt’ region. 
: ‘ a NOW by advertising In the lowa so far are. Dunking Sense (points All-time high ABC circulation, 90,000 PLUS. 
or services 1n lowa ; on crash landings on water): 
Daily Press Association s newspapers. Oxygen Sense, and Parachute 
ale’ Sense. pO ee EY 5 ' 
; = a Copa at ein tea a oF, 
Vore than twice as much circulation Available at small cost, the 5 pecans Ripe ° eae 
an single Daily newspaper in Lowa. books may be obtained from the Ss and Observer 
as Superintendent of Documents. : ie Bi: +> oe 
- ‘ : ee Lin it 
Government Printing Office, i aa MORNING and SUN 
od Washington. Particularly stressed mae ms 2 ae si ; aie: 3 +h Carolin: 
IOWA DAILY PRESS ASSOCIATION is the fact that the booklets are & a aleigh, North rolina 


i. highly ~S1ré > r student ‘ >?) on . 7 . — 
405 Shops Building * Des Moines 9, lowa Sey Semrabie tor students a Represented by THE BRANHAM COMPANY 


well as accomplished flyers. 
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Most Complete Contractor and Public Official Coverage — 
Unequalled Local News Interest — 

} Market Selection By Job Conditions — | 

"th Flexibility — Use One To A Dozen — 


| No Overlapping — 100% Effective Circulation — 


Dealer Identification and Support — 
A.C.P. PUBLICATIONS — YOUR BEST BUY FOR ‘47! 


@ The Associated Construction Publications carry the local job news — Q) Construction Bulletin G) Southwest Builder & The Dixie Contractor 

P . P P 4 " ‘ Minneapolis, Minnesota Contractor Atlanta, Georgia 
local pictures — local bids of vital interest to Contractors and Public Western Builder Los Angeles, California Coactenetioncer 

. : : . Miiwaukee, Wisconsin Mid-West Contractor Harrisburg, Pennsylvanis 

» . > > , _— ~» , , » > , . . . ‘ ’ 
Officials, That’s one of the many good reasons why the A.C.P. regional ©) Michigan Contractor & Kanens City, Miccoatl Tensktatinintor 
magazines are read so thoroughly by equipment and construction elder ©) Mississippi Valley Contractor Dallas, Tease 

Detroit, Michigan St. Louis, Missouri Construction News 
material buyers — one of the reasons they're your best buy for °47! New England Construction Construction Digest Monthly 
‘ 7 ‘ Boston, Massachusetts Indianapolis, Indiana Little Rock, Arkansas 


More and more advertising men are recognizing the value of A.C.P. 


regionals and are recommending from one to twelve, depending upon 


the manufacturer’s distribution setup. You can’t concentrate in a con- 
FOR COMPLETE INFORMATION CONCERNING 


any or all publications in the A.C.P. Group write to 
(. L. ANDERSON, Secretary 
Associated Construction Publications 
1022 Lumber Exchange Building 
Minneapolis, Minnesota 


struction market in any other publication as effectively as you can with 
the A.C.P. regional group. Buy the best buy for “47 — write for further 


details today! 
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AA Reader Observes 


| ia hey mentee: sae Gam against half that space, all things consid- 
inflation might be holding as your | o,eq. 4 few friends have suggested 
| Rough Proofs reporter said in the | ¢,4+ pM whisky run the same kind 
| Dec. 9 issue. However, at the mo-' of trade journal advertising. May- 
ment it is firmly buttressed by pe jt would pay. You never ‘can 
only a package of Wrigley gum. | te}]., 

The places are few and far be-' Lyte R. Cazet, 
tweén where a person can buy a Blue Island, III. 
5 cent bottle of Coca-Cola “pad vv? 


days in Chicagoland. From all in- | 
dications the local bottler seem. Suggests Breakdown 


ingly is uninterested in how much | of Living Cost Figures 
the retailer charges. | To the Editor: We believe the 
That “PM Mind” ad of Popular enclosed tabulation, ‘““What’s Hap- 
Mechanics on Page 30 of the same) pening to the Cost of Living,” 
issue of AA is a pip. Mr. Froeh-| from Business Week of Nov. 16, 
lich of MacManus, John & Adams will be of interest to you because 
is checking some figures on Cap-|of the change which has _ been 
per’s Farmer circulation while do- | made in reporting the price of gas 
ing some talking along the PM and electricity. 


can charge Capper’s Farmer for | 


This department is a reader’s forum. Letters are welcome. 


| 


|} pu 


line. Somebody slipped up some- You will note the difference | 


The index you 


tabulation on 


mation sharply 


a wrong impression regarding the 
price curves for “gas and elec- 


downward during periods when 


“lumped” |electricity has gone up. 


During the last 30 years, 
issue o{ | While the cost of living has gone 
|up 75%, the unit cost for electric- 
ity in the home has dropped more 
In spite of this unique 
price, record of public service, the Bu- 
trends and in its application to|reau of Labor Statistics’ index has 
gas and electricity conveys infor- | usually indicated a price increase 
in conflict with | for electricity. The result has been 
| widespread misunderstanding. Not 

For many years the Bureau of |cnly the consumes, but frequently 
Labor Statistics made a practice | the’ newspapers as well have been 
of lumping “gas and electricity” | misled. 
with “other fmels and ice” in its 
blished ind@xes of price trends. 
This resulted in the public gaining | electricity” in its index. 


Recently the bureau consented 
to make a sub-item for “gas and 


as. 


~ 


Advertising Age, December 30, 1946 


|.ndex made it appcar that gas and|to recognize that this is not true, 
electricity were increasing in cost | it is necessary to run the eye down 
|to the consumer, while in truth|to the sub-item, which is _ not 
they were actually decreasing. 

| Since 1882, when Thomas Edi- | 
|son threw the switch that 
\the first municipal lighting, elec- 
where. Maybe Popular Mechanics, between these figures and those |tricity has steadily decreased in 
which appeared in the chart on) price. 
Page 1 of the Nov. 
ADVERTISING AGE. 
used then comes from the main | 
heading of the Bureau of Labor | than 50%. 


always done. 

Business Week has made the 
ehange in its cost of living tabula- 
tion in fairness to the gas anc 
electric industry. We trust tha 
whenever you use the Bureau o 
Labor Statistics’ figures on livin 
costs you will use the sub-iten 
“gas and electricity,” which give 
the correct picture regarding thei 
price trends, instead of the mis.- 
information in the main heading 
Not only will this be fair to the 
light and power industry, but i 
will also be fair to your readers 
and prevent them from being mis- 
led. 

We are interested in the matte: 
as advertising and public relations 
counsel to a large part of the busi- 
ness-managed light and power in- 


as gas and electricity are still 
lumped with the other items under 
invariably | the main heading, a cursory glance 
at the index still gives the 
the price of “other fuels and ice” | pression that the price of gas and| mitted by Mr. Crowell show thx 
In order | price index of gas and electricity 


= SE 


An independent survey firmly estab- 
lished The Journal’s high percentage 
of readership among men and women 
in these two classifications of business 
so important to advertisers of food and 
drug store items. This same survey 
reveals that The Journal is also read 
by 9 out of every 10 persons employed 
in Portland’s other major distributive 
businesses (automotive supply, build- 
ing materials and electric appliances). 


Most important to you is the fact that 
the Portland Retail Trading Zone** is 
Oregon’s one and on/y major market, 
and The Journal is its most potent 
consumer advertising medium. 


This trading zone in area is only 8% 
the size of the state of Oregon (and 
Oregon is 1¥2 times larger than all 
New England). Here is concentrated 
a population equal to 62% of the state 
of Oregon; effective buying income 
equal to 66%; retail sales equal to 59%. 
And Portland’s wholesale firms make 


*as defined by A. B.C. 
** Al] figures from Saies Management Survey 


Bilis: of Buying Power. 


\FYOU SELL THROUGH Foon or pRUG STORE? 


71° of the retail sales in the state. The 
Journal is the one Portland newspaper 
with itscirculation concentrated in this 
able-to-buy market. It reaches more 
families in the Portland Trading Zone 
than any other daily newspaper. 


The Journal today, as it has been for 
years, is Portland’s favorite newspaper, 
offering advertisers the Jargest peace- 

time circulation in its history, both R 
daily and Sunday. 


Afternoon and Sunday — 
TLAND, OREGON 


gon’s Only pis oh 


Represented by REYNOLDS-FITZGERALD, Inc., New York, Philadelphia, Chicago, Detroit, San Francisco, Los Angeles, Seattle 


dustry. *Thank you. 
JAMES R. CROWELL, 
N. W. Ayer & Son, New York. 
[Editor’s Note: The figures sub- 


} 
| 


|for August, 1946, as 91.8, as 
against a 1935-39 average of 100. 
“Other fuels and ice,” on the othe: 
|/hand, showed an index figure fo: 
| August of 134.9. The new method 
|of indicating these figures has 
already been noted by AA, which 
will show a breakdown of the 
fuel, ice and electricity classifica- 
tion hereafter. } 

vveyY 


Insult’ Pays Dividend 

To the Editor: Just for kicks, 
we thought you might like to se 
the enclosed proof, recently re- 
|leased for Texas Builders Supply 
| Company. 

Someone suggested we caption 
it “Insult to Public’s Intelligence 
Pays Dividends,” but of course we 


This isa BRICK! 


eal 


of Thousands 


FOR IMMEDIATE DELIVERY BY... 
TEXAS BUILDERS SUPPLY COMPANY 


| 7.) rb ATTENTION, OWNERS. BUILDERS. CONTRACTORS 
- et Temeet Face THOTRS Gre cow aratinne 


Texas Bunoers Sureiy Company 
FOTN! DENTON ORiVE PHOME 04.260! 


DALLAS 9, TEXAS 


probably shouldn’t say anything 
like that. Insult or no insult, ove! 
800 inquiries were received by 
| Texas Builders Supply Compan) 


|on the day it broke. This impact,§ 


‘from a 40-inch classified displ: 
ad, might be deemed unusual. 
| B. A. SPARKS, 
Media Director, Mitchell Ad- 
vertising Agency, Dallas. 
y FV oF 


| Likes Editorial View 
To the Editor: In my opi 
| somebody should be complime 
for the ADVERTISING AGE edito1 
I never miss them. 
They are timely, brief, prog: 
| sive, fair, and advertising peop 
| should consider tkaem a “must.” 


| Your news coverage continues§ 


| to be excellent—but we would « -- 

| pect that. My special “pat on 

| back” is for the editorial point 
| view. 

PHILIP J. EVEREST. 
Managing Director, Nationa 
Association of Transportatio1 
Advertising, Inc., New York 

. Ae oe: 


Anyhow, Undesirable 
To the Editor: Where’s y 
memory, Copy Cub (Rough Proc [ts 
AA, Dec. 16)? It was “snipes aid 

snails and puppy dogs’ tails!” 

Mary GENE HOCHE, 
Advertising Manager, Clut 
Aluminum Products Company 
Chicago. 
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Advertising Age, 


Motty Eitigon 
Pleads Bankruptcy 
—Creditors to Aid 


New YorkK—Creditor groups of 
Motty Eitigon, Inc., were develop- 
ing plans last week for continuing 
the business of the fur 
organization, probably the largest 
single company in the trade, which 
filed a voluntary petition in the 


December 30, 1946 


‘Hewitt Division Moves 


and skin | 


United States district court Dec. | 


14 to effect an arrangement with 
creditors under the Bankruptcy 
Act. 

Three committees—of dealer- 
contractor, factor-bank, and man- 
ufacturing interests—have been 
organized to arrange for financing 
operation of the business as a go- 


ing concern. Preliminary inquiries . 


indicate that Eitigon liabilities 
range from $7,000,000 to $12,000,- 
000. Lack of liquid assets is be- 
lieved to have caused the filing of 
the petition, in which the com- 
pany has requested a 30-day ex- 
tension to prepare and file sched- 
ules. The Mouton processing op- 
erations of the company will be 
continued without interruption, 
said Mr. Eitigon, adding that those 
who had given notes or advance 


payment for skin deliveries would | 


be fully protected. 

At the present time Ejitigon has 
400,000 raw sheepskins in process. 
The market value of the processed 
skins will amount to $2,500,000, 
the petition states, adding that if 
‘he processing contracts are not 
sompleied, a loss of about $1,500,- 
000 will result. It is reported that 
there ure between 50 and 100 con- 
tracts for future delivery of 
Moutons to manufacturers of 
Mouton coats. 

The petition states that during 
the past year $500,000 was spent 
in a national advertising program 
for the company’s trade name, 
Bonmouton, which has created a 
demand for Mouton which neither 
Fitigon nor the market can satisfy. 


ABC Adds 16 Members 


The Audit Bureau of Circula- 
tions has added the following new 
members: Advertisers — New 
Jersey Zinc Company, New York; 
Bendix Home Appliances, South 
Bend; magazines—Foreign Serv- 
ice, Kansas City, Mo.; Holiday, 
Philadelphia; Fiction House Comic 
Group, New York; Tru-Life De- 
New 
York; Picture - Wise, New York; 
Laff, New York; Hit, New York; 
The Camera, Baltimore; Vital De- 
tective Cases, New York; newspa- 
pers — Daily Tribune, Ames, Ia.; 
Spirit, Punxsutawney, Pa.; busi- 
ness papers—Practical Home Eco- 
nomics, New York, and Transport 
Topics, Washington. 


To Graham & Associates 


Hugh H. Graham & Associates, 
New Britain, Conn., has been ap- 
pointed to direct the advertising 
of Williams Products Company, 
Middletown, Conn., manufacturer 

‘ Codeco wire stripping machine 

d distributor for other indus- 

al equipment. Direct mail and 

sional publications will be used. 


Iarvlo Switches 
, Marvlo Fabrics, Inc., New York, 
its advertising ac- 


count from John Thomas Miller 
Carl Reimers Company, New 
York. 


} BIGGER AND BETTER! 


@ Our new location, with triple the floor 
space, greatly improves the facilities for 
our highly specialized clipping service. 
Manufacturers, agencies, associations and 
publishers are using this service to collect 
editorial publicity, to make research and 


raarket studies, to maintain competitive 
advertising files and to develop sales 
prospects. 


New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


ACON’S CLIPPING BUREAU 
TORIES oe ois eas 


314 So. Federal St., Chicago 4 


The Chicago office of the Robins | 


Conveyor division of Hewitt- 
Robins, Inc., has been moved from 
37 W. Van Buren St. to the offices 
of the Hewitt Rubber division, 
7 S. Dearborn St. 


Gets Biscuit Account 

Sunshine Biscuits, Inc., Long 
Island City, N. Y., has appointed 
Theodore R. Sills & Co., New York 
and Chicago, to handle public re- 
lations. 


‘Funeral Coach 
Copy Aimed at 
Plant Promotion 


Lma, O.—Advertising for 
equipment used in connection with 
sickness and death and which is 
frequently designed from the 
“*hush-hush” 


funeral publications by Superior 


and dignity stand-_ 
point, takes a refreshing and in- | 
formative turn in copy placed in| 


Coach Corporation, maker of fun- 
eral coaches and ambulances. 
Aimed more at selling the com- 
pany making the product, Superior 
probably will startle funeral di- 
rectors with illustrations of gi- 
gantic stamping presses which 
make body pieces for Superior 
coaches. Other ads stress the size 
and productivity of the plant, be- 
lieved to be the largest of its kind. 
Without mentioning even indi- 
rectly the significance of the uses 
to which Superior coaches are put, 


27 
the copy boosts such prosaic sell- 


jing points as precision construc- 


tion and tells about the company’s 
five assembly lines. 

Howard Swink Adverti.ing 
Agency, Mavicn, O., handles the 
account. 


Names Cowan & Dengler 

The Fidelity Trust Company, 
Baltimore, has appointed Cowan & 
Dengler, New York, for forth- 
coming local newspaper advertis- 
ing. 


Foreman Field,. 
Home of 
Norfolk's 

Oyster Bowl 


game! 


High of Clifton, N. J., 


invitation to meet the 


THE PHOTO ABOVE SHOWS how 26,000 
football fans (a record crowd) overflowed 
Foreman Field, November 28, 
the Championship Game between Granby 
and Maury, two Norfolk High School teams. 
Granby won the title and its 31st consecutive 
Another overflow crowd was pres- 
ent 10 days later to witness Norfolk's Oyster 
Bowl game when Granby won over Clifton 


Miami's Orange Bow! Christmas Day. 


1946, to see 


thereby gaining an 
Lynn, Mass. High in 


¥ 


were - - ee 


NORFOLK 


Members of American Newspaper Advertising Network 


— °° aes Ci 


NORFOLK LEDGER-DISPATCH 


AND 


. VIRGINIAN-PILOT 


“es a eer) ae oes: ee 
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People, people, everywhere— 
and Norfolk continues full 
speed ahead-It is one of the 
nation’s most active big-time 
markets! If you want to SELL 
Tidewater people TELL Tide- 
water people through these 
favorite Tidewater Newspapers. 
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sponsor the telecasting by WPTZ, 
Philadelphia, of all 13 home games 
of the University of Pennsylvania 
basketball team this season. The 
schedule runs through next March | 
15. 


Sponsors Telecasts 
Atlantic Refining Company, 
through N. W. Ayer & Son, will 


ST.<83 as SE Fs 


MStOeRIS “a MARKET 
nde 


| CKMO Mueses Goethe 


Station CKMO, Vancouver, B. C., 
has appointed Donald Cooke, Inc., | 
|with offices in four U. S. cities, as| Nondurables in ‘Recession,’ 
national representative in this Byt Picture Isn't Too Dark 
country. | WASHINGTON — Independent re- 
 tailers in certain nondurable lines 
| have already entered a “recession,” 
| at least in the sense that their sales 
are below last year when there 
were few durables competing for 
the consumer’s dollar. 

Though there may be some dis- 
locations as they trim their buy- 
ing, this does not presuppose a 
general crash. Long ago Com- 
merce Department warned that 
nondurables could not hold their 
disproportionately high share of 
ithe consumer’s dollar once there 
/were other choices. 

Total sales of independent re- 
tailers during November were 
24% above the same month last 
year. In dollars hardware, furni- 
ture, food and department stores 


? 2 , / 4 3 & ; r 
) bu simness: 
Q \ 4 show up well. Drugs and dry 
goods are off. Eating and drinking 


te Mee places, apparel and jewelry are 
is doing badly. 

Presumably these “depressed’’ 
lines will fight back by cutting 
prices. As bottlenecks disappear 
and production becomes more ef- 
ficient, these adjustments may not 
be as painful as it might appear. 

3 % ok 


ST. JOSEPH NEWS-PRESS 
St. Joseph Ouzette 


Satisfied 
Customers 


In and around 


Long Beach, California, 


our dealer organization, 
including 1000 boys; daily distributes | To support its case for a bonus 
for veterans of the recent war, the 
Veterans of Foreign Wars has esti- 
| mated that only half of our serv- 
|icemen were—‘by reason of eco- 
|nomic condition, family circum- 
|stances or age” —able to benefit 
from the G.I. Bill. Under the pians 
now before the VFW, benefits 
which an individual has obtained 
| under the G.I. Bill would be de- 
| ducted from the subsequent bonus. 
'G.I. Bill benefits and administra- 
| tive costs will eventually total $20 


“84,000 copies of the Press-Telegram; 
delivers it to the door of more than 
2 out of 3 Long Beach homes. 

And that isn’t all. We know that when 
the newsprint situation improves 
there’ll be lots of new customers 


Yes, sir, we Press-Telegram carriers 


a have a real job ahead! | een, VE Sone: 
* *November, 1946, average: daily and Sunday | Proposed Senate small business 
, | hearings on problems of smaller, 
| newspapers have finally attracted 
the interest of publisher groups. 
Long Beach ress- e egram | Since the committee want§.4o get 
| more paper for the small publish- 
WILLIAMS, LAWRENCE & CRESMER, National Representative: | ers, some of the chains which have 


| acquired their Own paper mills 
'are wondering what criticism, if 
any, will come their way. Note: 
Though the committee may fold 
when the GOP takes over Con- 
| gress, it has until Jan. 30 to wind 
| up its affairs. 

| 


On the basis of limited studies, 
the Bureau of Labor Statistics 


challenges the notion that prefab- 
rication results in important man- 
hour savings in home construction. 
When factory production time and | 
transportation manhours are con- 
sidered, BLS found prefabs re- 
quire only about 8% less manhours 
than on-site homes. 


BS 


| Neither industry nor labor wants 
,compulsory arbitration of disputes, 
;even in the utilities, but it is 


mM OR TA NV T | probable that Congress will insist 
}on some way of preventing 

! |troublesome strikes in critical in- 

~ |dustries. It is significant that of 


22 nations represented at the re- 
cent International Labor Organ- 
lization Conference at Brussels, 
|only the U. S. and Canada lacked 
any type of machinery for com- 
pulsory settlement of disputes in- 
|volving vital public interest. 


Increased rates for advertising in SPORTS AFIELD do not be- 
come effective until February |, 1947. Consequently, all orders 
received prior to that time will be protected through the Sep- 
tember, 1947 issue. This means you can reach 700,000 active 
sportsmen at the same rate it costs you to reach500,000...asub- 
stantial bonus of 200,000 every month. It is suggested orders be 
sent in before February | to take advantage of this rate protection. 


70 SELL SPORTSMEN, USE THE 


There was little publicity, but 
|the expiring 79th Congress left 
quite a legacy of social legislation. 
It put the “school lunch” program 
on a permanent legislative basis; 
| boosted maternal and child health 

land welfare aid to $23,000,000 an- 
SPORTSMENS MAGAZINE | nually, double the previous figure; 


| WORLOS 


made a $2,400,000 initial ap- 
propriation to aid hospital con- 


| 
| 


By STANLEY E. COHEN, Washington Editor. | 


struction; gave the Public Heaith | 
Service $20,000,000 (double the | 
previous year’s fund) for studies | 
of mental health, tuberculosis, 
venereal disease and other special 
health problems, and authorized 
$7,500,000 for construction of a na- 
tional research institute for mental 
health. It rejected national health 
insurance, dental and cancer re- 
search and water poilution control. 
* * & 

Film Czar Eric Johnston told the 
House postwar policy committee 
that his industry gets strong, in- 
telligent State Department assist- 
ance in opening foreign markets. 
Producers voluntarily “censor” 
their output so that only the most 
representative films are exported. 
Taking a tip from the news serv- 
ice, they steer away from propa- 
ganda films. “Propaganda is 
always transparent; it is univer- 
sally resented, and is always self 
defeating,’ Johnston said. 


Taplinger Will Direct 
Enterprise Advertising 


Robert S. Taplinger, executive | 
assistant to the president of Co-)| 
lumbia Pictures when he entered | 
the Navy, has joined Enterprise | 
Pictures as_ vice-president in 
charge of advertising and pub- 
licity. He will dividehis time be- 
tween New York and Hollywood. 

In his new post, Mr. Taplinger | 
renews an association with En- 
terprise’s president, Charles Ein- 
feld, who was vice-president of | 
advertising and _ publicity for 
Warner Bros. when Mr. Taplinger 
served as his studio’s publicity di- 
rector. 


} 
| 
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|'PAC Appoints Nicholson 


Norman Nicholson, formerly 
vice-president in charge of sales 
and a member of the board of di- 
rectors of Globe Aircraft, Fort 
Worth, Tex., has been appointed 
manager of dealer sales of Pacific 
Airmotive Corporation, Glendale, 
Cal. 


PRINTING 


_ WHITEHALL-— 


2300 


N IMPOSING group of successful 
advertising executives find this 


a lucky number. It enables you to use 
a service consisting of ad-setting, en- 
graving, printing and creative ability 
—all under one roof... Specially 
trained men are always on their toes 
to serve you so well that you will come 
back again. We can lighten your bur- 
dens—and at the same time produce 
better and more profitable printing 


for you — at a saving of time, trouble 
and money. Phone Whitehall 2300. 


FAITHORN 


CORPORATION 


AD-SETTING - ENGRAVING + PRINTING 
400 N. RUSH ST., CHICAGO, WHitehall 2300 


START THE NEW YEAR RIGHT! 


We’re Happy About 


Manhattan Shirt Company, with a plant to employ 1,000 persons, and the 


Todd Shipyards Corporation, which has acquired operating rights to the 


expanded Charleston Shipbuilding and Drydock Company’s facilities. 


The faith in Charleston evidenced by these large national concerns is shared 


by other huge industries already here. The West Virginia Pulp and Paper 


Company, for years one of the section’s largest industries, is rushing to 


completion an $8,000,000 expansion program. 


The News and Cotiriery 
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California Peach 
Growers Disclose 
Campaign Details 


San FrRANcIScoO—The five-month, 
$500,000 opening campaign of the 
Cling Peach Advisory Board will 
start in February with four-color 
ads in The American Weekly, This 
Week Magazine and a number of 
1ewspaper supplements, followed 
oy color insertions in “most of 
the important women’s maga- 
zines.” 

The board has appropriated $1,- 
000,000 for its 1947 promotion 
campaign, but is holding half of 
the fund in reserve to be used 
later as market conditions war- 
rant. The fund is derived from 
$2 assessments on each ton of 
peaches produced by members, all 
California growers (AA, Nov. 11). 

The board revealed it has signed 
for the A. C. Nielsen Company 
food index service and that early 
in 1947 it will conduct a nation- 
wide survey to determine con- 
sumer preference for various packs 
of the cling peaches. A represen- 
tative sample of the U. S. public, 
the board discloses, will “test 
peaches which have been specially | 
packed, to get accurate answers | 
to questions about the relative de- |, 


gree of firmness and sweetness| [imma 


preferred.” 


Reveal BBDO Findings | 


Also released are results of the | 
survey, reported last month, taken 
by Batten, Barton, Durstine & Os- | 
born, the board’s agency. The sur- | 


gnousewives questioned prefer| 
canned peaches to all other canned | 
fruit; that 93% consider canned 
peaches “nourishing” or “fairly 
nourishing”; that wage workers 
buy two-thirds of the product, and 
farmers buy one-seventh; that 
60% of the public does not know 
the difference between cling and 
freestone peaches, and that 
younger women buy far more 
peaches than older women do. 
A sales promotion force of six 
jor more men will provide the 
backbone of the group’s merchan- 
dising plan. They will work in 
key markets in the U. S., keeping 
wholesalers, retailers and others 
}tully informed of the advertising 
campaign and of methods to use 
Jin selling the maximum amount of 
peaches. California growers pro- 
duce about 90% of all canned 
peaches sold in the nation. 


‘American Weekly’ 
Promotes Wilkinson 


George E. Wilkinson, who for 
the past 17 years has been eastern 
manager of the trade extension 
division of The American Weekly, 

s been appointed national man- 


Doremus Promotes Gass 


Heiser Rejoins Agency 


to Glasser-Gailey, Los Angeles, as | tribution, has also been appointed 
art director after an absence of 
18 months spent in creative study 
and special assignments. 


vey shows that the majority of| § 


ar, effective Jan. 1, succeeding 
nel B. Moses, who resigned to 


western operations of Parade 
A, Dec. 23). 


ome vice-president in charge | 


“red N. Dodge, who has oper- 
ed in the eastern division of the 


‘rade extension division of The | 


imerican Weekly for the past six | 


ceed Mr. Wilkinson as_ eastern 
imanager. 


PARDON US 


Some New Customers 
Are Waiting For You 


if your business is in something 
to eat or drink 
.. . or something to wear, or just 
about anything. Here’s a market 
that really responds to the “‘invita- 
tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these papers can win the response 
and regular patronage of this 7 bil- 
lion dollar market. Get the facts on 
some of the success stories built by 


a letter or post card today to 


845 FIFTH AVENUE, NEW YORK 


years, has been appointed to suc- | 


| 
| 
} 
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° : ductions for the manufacture of 
Becomes a Semi-Monthly Names Phil Gordon 16 mm. sound films in both color 


Beginning in February, Modern | North American Mushroom|and black and white for educa- 


F. P. Gass, who joined Doremus 


& Co., New York, in May, 1945, | Medicine, Minneapolis, which has | Company, Tinley Park, Ill., has|tjonal, industrial, business, and 
after nine years with the Glass | been published monthly since its | appointed Phil Gordon Agency,|civic groups in southern New 
Container Association, has been | inception in October, 1932, will be | Chicago, to handle the promotion | England. 
appointed director of research of | issued on the first and fifteenth of | to consumers of “ee ope and 

F /}each month. |mushroom gravy. Sectional news- | 
gale taat — papers and spot radio will be used. | wee "anne 


© No competition — Only N. W: 
growers’ magazine. 

© 5 editions — ads run in ol 5, 
no extra cost. 

© Serving growers nearly holf 
century. 

Write for full story. 


Cathe Jul 


Rigg Advanced 


Earl W. Rigg, manager of dis- To Make Sound Films 


Harrison Harries, who operates 
vice-president and a director of |a motion picture projector service 
Burroughs Wellcome & Co. (U. S.|at 110 High St., Hartford, Conn., | ' 
A.), Inc., New York. /has formed Harrison Harries Pro- | 1135 $. E. SALMON ST. * PORTLAND 14, OREGON 


Clarence S. Heiser has returned 5-IN-1 MAGAZINE 


Facts for Time Buyers about the 


HREE almonds out of every four grown in the United States 
__ and better than one fourth of all the nation’s walnuts . . . 
are harvested in Beeline orchards. 

Cash return to growers averages around $270 per bearing 
acre on walnuts, $185 per acre on almonds. These high earnings 
per acre are one reason why the Beeline income per farm is 32 
times the U. S. average. Yes, income from nuts is another reason 
why Beeline families have more than TWO BILLION DOLLARS in 
annual purchasing power! 

What is the Beeline? Not a chain or regional network but a 
group of five long established key stations, each the favorite in its 
own community . combined for national spot business and 
providing primary coverage of a 42 county market that rivals Los 
Angeles in population and tops San Francisco and Seattle combined 
in retail sales. 

Nature has set the area covered by the Beeline apart by 
surrounding it with high mountain walls. So radio signals from 
outside hardly penetrate here. Only inside the market stations 
.. . BEELINE stations . . . can put across your message! 


Each station in the BEELINE Group (not a network or chain) 
is dominant in its community, powered for THOROUGH 
COVERAGE. These stations TOGETHER blanket California’s 
mountain ringed central valleys, plus Reno and wealthy 
western Nevada. Use all 5 at combination rates. Choose 
best availabilities on each station without line costs or 
clearance problems. 


Sacramento. ABC. Established 1922. Provides primary 
area coverage of 15 Northern California counties 
with a population of 630,100. Operates 18 hours 
daily. 10,000 watts—1530 kc. 


Bakersfield (CBS) 
Established 1931 


Fresno (NBC) 
Established 1922 


Stockton (ABC) 
Established 1921 


Reno (NBC) 
Established 1928 


advertising in this live field. Drop | 


Interstate United Newspapers, inc. | 


Shae Sacramento, California Paul H. Raymer Co., National Representative 
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NO TYPE 


USED IN THIS AD 


Anyone, anywhere can set 
type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
ads. Cardboard letters are 
automatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 
types to select from, each 
packed in a compact, refill- 
able leatherette case. 


Ss ibe bad he pt ty qe 


New 24-Page Type 
Catalog FREE! 4 


ery 
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The preferred source 
of daily business news 
for management men in 
the nation’s greatest 

industrial area— 
the Central West. 


for thuse who travel less than 100 
miles per month. Readership de- 
Ad Readership the study shows. Percentage of 
readership in the 14-19 age group 
on West Coast 
Sacra- | 27% for readers of 50 or more. 
mento as a typical western metro- S to poster readers travel 
ve area, Facts Consolidated, | 5@cramento poster Ts 
-aneg llele gg Madeotins Raapearigeise by automobile. Automobiles carry 
ype has bas esi in ae 121% to school, 47% to shop, and 
ee ee ip | 70% to entertainment, the survey 
population is away from home Foster & Kleiser Company an- 
every day, that there is little dif- | nounced that it had made no ef- 
|in over-all poster readership, and|any changes in copy or design, | 
that about 45% of the people yor did the study include the num- 
The study, made for Foster & quring the survey period, during | 
Kleiser Company, San Francisco) way and July, 1946. 
that Acme beer received the high- | . * 
©, | York-Shipley to Long 
followed closely by Pontiac with - ; 
, | 55%, has been appointed to direct the 
. sions of York-Shipley, Inc., York, 
swers of 1,023 persons, discloses | manufacturer of road Bar heating 
that 62% of the men do regular | 
shopping compared with 94% of effective Jan. 1. Magazines, metro- 
the women. About two-thirds of | politan newspapers and pemaoersed 
biles, and about two-thirds do all by local cooperative distributor- 
or part of their traveling by auto, | dealer newspaper advertising, di- 
i A a ay traveling display unit. The agency | 
travelers is equal at 37%, while previously handled the national 
bus and trolley riders are rated 
Percentage of read- dustrial division. 
|ership among those who use none | 
prec aad gee recta yamrbage- Ralph E. Smith, general man- 
readers gives greater percentage) ,,er of the cereal department of 
dropping from 40% for those who Louis, has been appointed vic2- 
travel 200 miles per month to 29% | president in charge of cereals. 


Studies Outdoor 
creases as ages of readers climb, 
is about 41% compared with only 
San FRANcIScO—Using Recs? 
The outstanding majority of 
West Coast research and market | 6e%, of Siniamenteiin to Week 
/© > uv ’ 
| that onactad three-quarters of the showed 
ference between men and women | fort through the study to make 
travel exclusively in automobiles. | per of times any poster was seen | 
outdoor advertising firm, shows | 
est readership in the area (66%), | 
| W.H. Long Company, York, Pa., 
The survey, which compiled an- national advertising of all divi- 
and steam generating equipment, | 
Sacramento families own automo- papers will be used, supplemented 
Readership by auto and bus-auto rect mail and a new _ 100-foot | 
|advertising of the 
lat only 31% 
of the above amounts to only 23%. | Ralston Boosts Smith 
of readership with percentages| Ralcton Purina Company, St. 
| 
i U 
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TO 
LEE HILLS 
THE MIAMI M : 
anaging 
HERALD z 
Editor 


Columbia Uniyersity awarded the coveted Maria Moors Cabot Prizes to THE MIAMI HERALD 
and to Managing Editor LEE HILLS in recognition of journalistic service in furthering inter- 
national goodwill among the Americas in 1946. Mr. Hills was honored for development of 
a comprehensive Latin news coverage and The Herald Clipper edition, only standard-size 
English newspaper air-delivered throughout the Caribbean on the day of publication. 
Pioneering the field of Latin news coverage is but one of the many advancements that has 
established THE MIAMI! HERALD as Florida's dominant newspaper. 


e FIRST in news e FIRST in reader influence 


e FIRST in circulation e FIRST in advertising 


THE INTERNATIONAL MARKET OF THE AMERICAS” 


“GREATER MIAMI, 


company’s in- | 
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Inland Steel’s president, Wilfred Sykes, is slated to succeed 
Thomas B. Freeman, pres. of Butler Bros., as president of the Chi- 
cago Association of Commerce. The election will be held Jan. 8. 


A. C. Nielsen, pres. of A. C. Nielsen Co., and Herbert P. Zimmer- fou 
man, pres. of R. R. Donnelley & Sons, are two of the directors Ok 
who will remain on the board during 1947... T 


Nancy Maxwell, director of public relations at WJAC, Johns- ine 


town, Pa., is engaged to William H. Patterson Jr., of Johnstown, chi 
and plans a summer wedding. . . Col. John R. Reitemeyer, exec. sta! 
v.p. of the Hartford Courant, has been appointed for a three-year col 
term as a member of the public relations commission of the Ameri- 10C\ 
can Legion... the 
When Merle R. Chessman, publisher of the Astorian-Budget, @ ‘he 
Astoria, Ore., bought the old Troy Laundry building for his news- Bot 
paper plant, he discovered that the sale included bundles of un- ver 
claimed laundry. And who do you think has more shorts, white §& T 
shirts and pajamas than any other publisher in the state? ... Isa 
Elliott D. Odell, Fawcett’s ad director, performed the introductions of 
at the laying of the cornerstone of the Fawcett building in Green- Cor 
wich, Conn., which took place Dec. 11. ... New members of Alpha hol 
Delta Sigma, nat’] honorary ad fraternity, include Paul Ellison, di- TAO 
rector of public relations for Sylvania Electric Co. and board chair- The 
man of the ANA; James F. Young, pres. of the Ad Council and sr. by 
research adviser of JWT, and Benjamin S. Nash, lecturer on mar- Ma 
keting at New York University. The initiation took place on Dec. Ral 
13 through Manhattan’s George Burton Hotchkiss chapter. . . the 
Dr. James P. Warbasse, who founded the Cooperative League ot the 
the U. S. A. in 1919, couldn’t indulge two favorite diversions— 7 
swimming or skiing—Nov. 22, but on that day he celebrated his sell 
be 
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EIGHT-POINTER—The meat problem was solved by Ed C. Quinn, sales manager E 

of the Dodge division, Chrysler Corp., who bagged this 1,150-pound moose in 

the woods of Quebec. Steaks and roasts were sent back 57 miles in canoes to j 
the nearest highway for shipment to a food locker. 


80th birthday. .. Group chairmen for the million dollar Annual 
Maintenance Appeal of the Salvation Army in New York, which 
begins Jan. 5, are Messmore Kendall, theater owner, entertainment: 
Joseph Reilly, Reilly Electrotype Company, graphic arts, and J. D. 
Danforth, BBDO exec. v.p. in charge of account operations, adver- 
tising and publishing. Bernard C. Duffy, pres. of BBDO, is a s€c- 
tion chairman for the drive, which is being directed by Edward J. 
Noble, ABC chairman, as general chairman, and Walter Hoving, 
Hoving Corp., commerce and industry chairman. 

David Lawrence Rosen, acc’t exec. with Roy S. Durstine, and 
Virginia Ann Tishman, with the research dep’t of Harrison, Abrom- 
ovitz & Wiggins, architects, have announced their engagement. . . 

Roy VY. Crawford, of Pioneer Publications, Oak Park, IIl., is 
recovering from the excitement of becoming a grandpa to Charle: sa 
Alfred Cash Jr., who tipped the scales at 6 pounds, 15 ounces a | 
West Suburban Hospital Dec. 3. 

Joseph L. Baum, art director of Charles Brunnell Co., 


Hartford a 


agency, has thought up a new photographic process that make 
pictures glow in the dark, and has established Foto-Glow Co. to 
pursue the development... . A Chicago artist, Glenn Price, wh’ 
has been consultant art director on numerous big ad accounts, M1 
slated to conduct classes in modern advertising design at t) | = 
Academy of Applied Art. 1 


Walter Daily, dir. of advertising and sales promotion of Bend 
Home Appliances, South Bend, gave the Sales Managers Ass’n. < 
Milwaukee the dope on “The Hard Way to Leadership” at it 
Dec. 19 meeting. . . . The Cincinnati and Hamilton County chapter 
of the Sister Elizabeth Kenny Foundation is running a campaign 
to raise $100,000 for establishment of a hospital, and the advisory 
chairmanship of the group is in the capable hands of Don Gardne: 
pres. of Gardner Publications. 

Three more newcomers (well, reasonably new in the ad business 
are Damien Paul Jaques, born Nov. 3, son of Norman §S. Jaques ©! 
the research dep’t of Henri, Hurst & McDonald, Chicago; a grand- 
son born Nov. 11, added to the family scroll of Albert H. Parker 
Sr., mgr. of the Cincinnati Times-Star’s eastern ad office in Ne\ 
York, and Barbara Sue, born Nov. 6, daughter of Dick Evans 
sales rep. of Station KCMO, Kansas City, Mo... 

Hubert Lando, who claims his International Advertisers may | 
the smallest export ad agency, is back in New York after a fow 
month trip to Europe, during which he visited 11 countries includ 
ing the Scandinavian. . .. Ad writers can get into the Reader 
Digest, and Gail M. Raphael, copy man at Ruthrauff & Ryan, Ne\ 
York, did—with “Santa Claus Anonymous’—in the Christma 
issue... 

Chet Oehler, research director in the Chicago office of BBDO 
has an analysis of the November election outcome in the post 
election issue of “The Republican,” national party magazine. 
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Dadson Introduces 


Automatic Vendor 
of Pocketbooks 


New YorK—Newcomer to the 
field of vending machines is a 
four-foot device which dispenses 
popular books in 25-cent reprints. 

The first of these, patented as 
the Dadson selective vending ma- 
chine, was placed beside a news- 
stand in the basement of the Lin- 
coln building, 60 E. 42 St. This 
location is across the street from 
the Commodore Hotel, where on 
he same day, Dec. 19, Pocket 
Books, Inc., was holding a con- 
vention. 

The machine was conceived by 
Isadore Tornberg, sales manager 
of Wood Newspaper Machinery 
Company, 501 Fifth Ave., who 
holds more than 100 patents, 
mostly in graphic arts processes. 
The device will be merchandised 


ee 


by Dadson Enterprises, Inc., 420 
Madison Ave., whose head is 
Ralph Tornberg, 31. Isadore is 


the “dad” and Ralph the “son” of 


the outfit. 

The machine holds 96 books, 
selling for 25 cents each, and can 
be adapted for record dispensing. 
Pocket Books, which has sold an 
estimated 32,000,000 reprints this 
year, is collaborating with Dadson, 
and is ready to place the machine 
in hospitals, bus terminals, rail- 
road stations and stores if the idea 
catches on. The machines prob- 
ably will not be used in subways 
because of possible vandalism. A 
second machine will soon be 
placed in the lobby of the Chanin 
building, 122 E. 42 St. 

A prospective buyer operates 
the device by pulling a _ lever 
bringing into view, through glass, 
two books at a time. That doesn’t 
cost anything, and to learn the 
jentire contents of the machine, he 
}pulls the lever 48 times. To buy 


Brower 
THAIS A 


"na 
418,559 MILES OF FEN- 
IING...enough to reach to 
‘e moon over three times... 
hat’s how much fencing alone 
‘eaders of THE CATTLE- 
MAN indicated as their im- 
mediate need ...in our per- 
sonal ranch to ranch survey .. . 
“RANCHMEN WANT TO 
BUY.” 


To make an immediate and 
permanent impression in the 
great ranch market, consider 
the columns of THE CAT- 
TLEMAN. Rates, current issue 
and copy of our survey mailed 
upon request. 


1109 BURK BURNETT BLDG. 
FORT WORTH 2, TEXAS 


‘\ 
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a book, he inserts a quarter in the | 

slot at either side of the machine, 
| pulls a second lever near the slot, 
| and the book slides out. 


Newsprint Decreases, 
Dailies Report 

Daily newspapers reporting to 
the American Newspaper Publish- 
ers Association said that stocks 
of newsprint on hand were 31-days’ 
supply at the end of November, 
a decrease of one day’s supply 
compared with the end of October. 
Stocks on hand at the end of No- 
vember last year were 37 days; 
November, 1944, 53 days; No- 
vember, 1943, 53 days and Novem- 
ber, 1941, 44 days. 

During the first 11 months of 
this year reporting newspapers 
used 2,841,441 tons of newsprint, 
a 27.4% increase over the first 11 
months of last year, and a 6.3% 
gain from the comparable period 
of 1941. 


Toy Show Scheduled 

The third California Toy Show | 
will be held Feb. 9 through 13 at | 
the Alexandria Hotel, Los Angeles. | 


BROOKS & 


STORY, 


National Representatives 
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BLUE RIBBON PACKAGE 


Everything you need for decisive tests is wrapped 
up in South Bend, Indiana. “Test Town, U.S. A.” is 


a perfect cross-section of America’s industrial-agricul- 


tural structure. It is a one-newspaper market. The 
people who live here buy here—and are guided by = 


The South Bend Tribune. 
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COMPLETE UNIT! 


REPRESENTED BY HEARST ADVERTISING SERVICE 
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BIGGEST SUNDAY CIRCULATION, TOO, 
Sunday Advertiser — 660,440, leading 
| second Boston paper by over 240,000. 
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Appoints Gardner 


New Directions, New York pub- 


Barney Opens Agency 
G. W. Barney has formed Ad- 


Video Hearing 


lisher, has placed its account with | vertising Services in Grand Rapids, Shifts to New 


the Alvin Gardner Company, New| Mich., with offices at 500 Gilbert 
York. _ building. 


record.” 


by the network. 


WASHINGTON — Apparently . ipo geen 
pressed by a special television] Appoints Harter 
demonstration at Tarrytown, N. Y., 
last week, the FTC is moving its 


New York Jan. 27 so CBS can 
repeat the performance “for the 


When the hearing is resumed at 
a federal courtroom there, all in- tootl 
terested parties will have an op-|and combs. Before joining Lever 
portunity to question CBS on its 
methods, and to submit any evi-|tor of ADVERTISING AGE. 
dence which bears on the “me- Gr ‘meen Maitions 
general manager of Stations KOIL, | House Beautiful, House & Gar- 
; - Omaha, and KFOR, Lincoln, Neb., | den, Ladies’ Home Journal, Life, 
RCA, which advocates an “elec-/| ang WDGY, Minneapolis. His fu-|Look, Parents’ Magazine, Path- 
ture plans have not been an-| finder, McCail’s, Successful Farm- 


“Any other party”—presumably 


tronic”? color television system— 
may avail itself of the opportunity | nounced as yet. 


,to conduct a demonstration at the 


i\New York hearing during the Universal to Push 


week of January 27. 


im- 


oa 7 rang BAe dy ly line of Universal ranges, laundry 
color television investigation to|Lever Brothers Company, Cam- equipment, vacuum cleaners, small 
bridge, Mass., has been appointed| appliances and housewares a 
director of department store sales| powerful advertising campaign in 
and promotion of Pro-phy-lac-tic| consumer and business magazines. 
Brush Company, Florence, Mass., 
maker of Jewelite hair brushes 
and Pro-phy-lac-tic tooth brushes 
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Following the New York ses- 1947 Appliances 


sions, the hearing will be resumed 


Yor k N ext Month here, 


in 36 Magazines 


New Britain, Conn.—Landers, 
Frary & Clark next year will put 
behind a newly designed postwa: 


Color pages, emphasizing the 
beauty, new design and new fea- 
tures of the 1947 appliances, wi! 


Brothers, he was an associate edi- | 4PPear regularly in American 


Home, Better Homes & Gardens, 
Bride’s Magazine, Electricity on 
the Farm, Farm Journal, Good 


ing, Sunset, The Saturday Evening 
Post and Woman’s Home Com- 


Best milds...in brisk demand 


Not all the gold was found under the 
ground in the gold rush days. Shrewder 
prospectors opened eating places, found 
more pay dirt in palates than placers . . .In 
San Francisco in the fifties, a cup of Java 
or Arabian coffee cost a dollar in dust/ 

The city has always been choosy about 
its coffee. In the eighties, when beans were 
still sight-graded in the East, local brokers 
were “cupping”, testing quality with taste 
buds rather than eyes. The vacuum pack 
was originated here in 1900. Continuous 
control of roasting was first developed on 
the Coast. “Western blend”’ still means 


premium coffee across the country. 


Ax» today coffee tops all the other 
imports to San Francisco, to the value of 
$23,193,000. Third U.S. coffee port, San 
Francisco gets more better grades, a higher 
proportion of “milds”, the best'of upland 
and hillgrown beans from the middle 
Americas, fine Konas from Hawaii. . . at 
an average price per pound 8% higher 
than New York, 14% above New Orleans, 
both of which surpass it in tonnage. 

Even in its earliest boom days, the city 
liked to live well, enjoyed the best, was 
able to pay forit. .. . Today with per capita 
income close to the national ceiling, and a 
population boom of a quarter million 
neweomers since 1941, San Francisco is 
still selective, quality conscious, buying the 
best... Higher priced, higher grade coffee 
isa characteristic of the market... and so 
is The Chronicle. 

With probably the best general news 
presentation of any paper west of New 


York ... The Chronicle is still as local as 


San Francisco Chronicle ae 


a cable car. Indispensable to people who 
must be well informed, it also interests 
those who read comics strips first. It does 
the most comprehensive job on business 
news—and on labor news, has covered 
strikes in a way that won commendation 
from both labor and industry leaders . 

can bring out a record attendance for a 
society benefit and a bargain sale... keeps 
clear of class cohesions, tries to stand on 


a pro-public platform always. 


=> _ 


So The Chronicle is found all over 

. read daily by one family in three in 

the city proper, one in four in the suburban 

counties... read by Nob Hill and nobodies, 

ranchers and rear stair tenants, executives 
and elevator men—and their wives. 

It carries advertising for more of the 
good specialty shops—and carries more 
exclusively—than any other paper... gets 
the most linage from the major department 
stores... has more general advertisers, 
leads in financial, automotive, books! 

With most of the people who count, 
and enough to count anywhere in the 
market, crowd as well as class... The 
Chronicle can do more for the national 
advertiser than any other medium in the 
market!... Details on market or medium 
from any SFW man... 


Sawyer, Fercuson, Watker Co., National Representatives S&S &, 


New York, Chicago, Detroit, Adlanta, San Francisco, Los Angeles <= 


panion. 
Business Paper List 


A schedule of spreads in 17 
business papers will constitute 
Universal’s most extensive trade 
advertising program, with copy 
planned for Electrical Dealer, 
Electric Light and Power, Elec- 
trical Merchandising, Electrical 
South, Electrical West, Electrical 
World, Hardware Age, Hardware 
| Retailer, Hardware Trade, Hard- 
ware World, Hotuse Furnishings 
| Review, National Furniture Re- 
view, New England Appliance and 
Radio News, Radio & Television 
| Retailing, Retailing Home Fur- 
nishings, Southern Hardware and 
|What’s New in Home Economics. 

The business paper program will 
feature the slogan, “Proof of 
| Leadership that Builds Your Deal- 
'ership,” with each ad, whether 
product or institutional, to play up 
“proof through action of how Uni- 
‘versal is building the strongest 
dealer franchise in the market.” 

Goold & Tierney, newly formed 
New York agency, handles the 
| account. 


Publish St. Louis 
Promotional Book 


Associated Printers and Lithog- 
|raphers of St. Louis, Inc., are re- 
leasing a 75-page book, “St. Louis 
Means Business,” underwritten by 
the group and the three St. Louis 
daily newspapers, the Globe- 
, Democrat, Post Dispatch and Star- 
| Times. 

| Advertisers and _ advertising 
agencies will receive the 5,000 
copies of the book, which covers 
all phases of manufacturing, utili- 
ties, financing, buying power, em- 
ployment and cultural facilities of 
_the St. Louis area as well as the 
| possibilities of product develop- 
ment in the area. 


Names Ad Representative 


Grit Publishing Company, Wil- 
liamsport, Pa., has appointed th 
Chicago office of Osborn, Scolar 
Meeker & Co. as its national a 
vertising representative. The Ne 
York, Detroit and Philadelp! 
offices of Osborn, Scolaro, Meek: 
have represented Grit for a nur 
ber of years. 


erting them in 


ACETATE ENVELOPES 
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SEMEL ARM 


. OTHER FEATURES . . -: 


lhe Creative WUans Corner 


We have always contended that an ad- 
vertisement that makes the reader feel a 
little smarter for having read it, is the 
very best kind of advertisement of all. 
This is the way the one below made us 
feel. Indeed, we clipped it (out of The 
New Yorker for Dec. 21) without any 
thought of reproducing it here. But we 
give it to you to keep as we are going to 


more important, they are excellent! 


mye 
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KORBEL CHAMPAGNE, BRUT 
(For weddings, certainly) 
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MARTINI WENTE BROS. 


Cabernet Sauvignon 


5 D Pinot Blanc 
\8 (With beef, particularly) 


( Tastes best with forw/) 


WENTE BROS. 
Valle de Oro Mourestel 
(Just right with lamb) 


MARTINI 


> 


Ex 


°o 
a 


J WENTE 


4 Ought toKuow . 


If George Richard Stege Jr., the new 
iirector of sales of the Pepsodent division 
f£ Lever Bros., had become the head of 
a great brewing company, it would have 
been in the family tradition. Three gen- 
erations of Steges were 
brewers, and if prohi- 
bition had not written 
finis to the Stege 
Brewing Company of 
Chicago, George might 
have devoted his mer- 
chandising talents to 
that enterprise. Even 
as it was, selling beer 
has had quite a place 
in his business career. 

Although George in- 
sists that he is essen- 
tially lazy, and adopts the best ways of 
oing things merely to save labor and 
lbow grease, the story doesn’t add up. 


G. R. Stege Jr. 


America’s Pride « « Geurmet’s Delight 


Presented below, with indications as to their proper use and service, are a few of 
the really outstanding wines of this country . . . they are American, and even 


RAT, (1 


(Jdeal luncheon wine) 


Mountain Sylvaner 


(For any sea-food) 


All of these fine wines (when the demand does not exceed the supply, which, 
alas, is often) may be obtained frém your neighborhood package store, or enjoyed 
in your favorite restaurants. FRANK SCHOONMAKER, generally acknowledged to be 
an outstanding expert on American wines, has written a booklet about these 
selected wines and about the districts and grape varieties from which they come. 


Why not enjoy a copy? A request by telephone or mail will bring you one, from 


La? ” 
aA Br ands Inc. Exclusive distributors east of the Rockies. 


23 WEST §2 STREET, NEW YORK CITY + TELEPHONE, EL §-1200 


PP ® > °° eS 77 TI~eRY 
ORBEL/ YO) OVnacen,§ 


do to help us order wine. 

There is a character about this adver- 
tisement that makes it wholly believable. 
Part of this, perhaps, lies in the informal 
layout—and the temptation that has been 
passed by to picture the bottles. Korbel, 
Wente, Almaden and Martini are names 
a lot of people should find it very easy to 
remember. 


ALMADEN 
Grenache Rosé 


WENTE BROS. 
Dry Semillon 
(Perfect with fish) 


WENTE BROS. 
Sauvignon Blanc 
(Crustacean companion) 


MARTINI 
Mountain Zinfandel 
(Like fine Chranti) 


ALMADEN CHAMPAGNE, BRUT 
(Fitting for the gayest festivity) 


Carla 


- « George R. Stege Jr. 


In fact, he went through high school in 
three years, graduating in 1917 at Austin 
High in Chicago at the tender age of 16, 
and all during his school years he raised 
chickens so successfully as to accumu- 
late the neat bank balance of $1,600. In 
addition he worked in neighborhood gro- 
cery and drug stores after hours and dur- 
ing summer vacations, and thus without 
planning it learned a lot about what 
makes the merchandising wheels’ go 
‘round. 

Before he entered the University of 
Illinois, he had become interested in 
chemistry, and had worked in the labo- 
ratory of the Dearborn Chemical Com- 
pany, one of the leading manufacturers of 
boiler preparations. The head of the 
company at that time, Robert F. Carr, 
was also president of the board of 
trustees of the U. of I., and he persuaded 
George that his future was in industrial 


sales. So he switched to the commerce 
school in his later years at Urbana. 

When he got his sheepskin he went to 
St. Louis for Dearborn Chemical as man- 
ager of the most important sales office 
in the country. He was then only 21, 
and had seven veteran salesmen to direct. 
In five years he increased the sales to a 
point which was considered saturation 
for the territory, and began looking for 
other fields to conquer. 

As a tip to industrial salesmen, George 
recalls that he used the full page Dear- 
born ads running in the power publica- 
tions as an important part of his selling, 
both to reinforce technical arguments 
and to prove the solidity and stability of 
his company. 

A distressed furniture novelty company 
was in the hands of its bankers about that 
time, and George Stege returned to Chi- 
cago to help save the bank’s loans. He 
built that company from 27 employes to 
267, and the following year became vice- 
president in charge of sales for the Buhl 
Company, maker of portable air com- 
pressors. The company developed a new 
line of products for the road show of 
1929, and George booked so many orders 
that all of the samples shown at the show 
were shipped to customers. 

Then came the deluge, and in a little 
while the company found itself without 
orders &s the depression arrived in the 
construction industry. So in 1933, with 
the repeal of prohibition, George was 
made sales promotion manager of Atlas 
Brewing Company, and immediately be- 
gan to exercise his inherited talents for 
selling the amber fluid. He devised a 
Prague Party Pack, consisting of six bot- 
tles of Atlas, Prager, coasters and bottle 
opener which, with an attractive package, 
sold at 69 cents. The idea was a great 
success, as demonstrated by George and 
crews of white clad college boys during 
summer vacation. They showed dealers 
how to sell 100 cases a week instead of 
10, and once taught thc y applied success- 
fully the lessons of mass display and 
merchandising. 

In 1934 he was made Chicago division 
sales manager for the Kingsbury Brew- 
ing Company, of Manitowoc, Wis., and 
since Lord & Thomas had the account, it 
is not astonishing to find that he later 
became a part of the L&T organization 


as assistant Russ Van Guniten, 1t: 
famous space duyer. He promised to siiy 
a year, and did, then leaving to join tiv 
Chicago sales staff of Liberty, with whith 
he remained unti! it was sold by Mac- 
fadden in 1942. when he returned io tt 
agency business as an account executive 
at Foote, Cone & Belding, which tiud 
succeeded L&T. His main duties were 
concerned with Frigidaire. 

In October, 1948, he joined Pepsoueit 
and Charles Luckman, its dynamic head, 
as director of advertising and merctiit- 
dising. This was not a strange assign- 
ment, as he had solicited the Pepsocte ii 
account while with Liberty, and in aridi- 
tion as trustee of his father’s estate t« 
had had three druggists as tenants. |i i: 
his idea that a landlord is in partner stiip 
with his tenants, and so he studied siile: 
and merchangdising problems with tive 
druggists, helping them with their c« 
plays and advertising. Thereafter ttiey 
became a practical laboratory for testiug 
new merchandising ideas in the dentitri:« 
field. 

Pepsodent. as most people know, iii: 
greatly expanded its sales force in the 
past few years, and now has 100 men 
on the firing line. Once upon a time ii 
had six. Likewise, since the Pepsodet: 
division handles ail Lever Bros. sales ic 
drug, variety. syndicate and departmeni 
stores, there are now many more pro 
ucts involved in the Pepsodent sales piv 
ture, including such Lever Bros. leade): 
as Lifebuoy soap, Lux, Lux flakes, Rin 
and Swan. During the shortage of son, 
however, sales in the drug store field ha\« 
not been pushed as they will be latex 

George Stege is spending the holidiiy: 
flying to sales meetings all over ttv 
country in the new Lever Bros. two-mwt: 
plane. He still insists he’s lazy and thiut 
he’s merely trying to get the job done ii: 
fast as possible.. Shortly after his return 
his daughter will be married. The Stege: 
also have a son now in high schovw!. 
George lives in Park Ridge, Ill., and golt-, 
fishes and gardens. Last year he raised 
73 varieties of flowers 

Big, good-natured George Stege, now 
45, has everything it takes to be a greiii 
sales manager. He believes in his in 
dustry, his company and his job, anc is 
predicting sales expansion all along ii 
line, in proportion to the availability «1 
wanted, advertised products. 


FARMERS’ SAVINGS VS. DEBTS 


FOR EACH DOLLAR 
OF CASH ASSETS 
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Source: U.S. Dept. of Agriculture 
Prepared for the Institute of Life Insurance 
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Gasoline and Oil Adver- 

tisers placed 57.2% of 

their 1945 lineage in the - 
‘Buffalo Courier-Express. 


— 


_ Figuring daily lineage alone, 
52.8% appears in this favorite 
Buffalo newspaper. All of which 
is one more bit of evidence that 
whether you sell to men, or 
| women, or both... 


: BUFFALO'S ONLY 
MORNING & SUNDAY NEWSPAPER 


‘True Story’ Adds 
‘Problems’ in New 
Editorial Policy 


New YorK—With appointment 
of Ernest V. Heyn as editor, suc- 
|ceeding Henry Lieferant, resigned, 
Macfadden Publications’ 27-year- 
old, 2,200,000-circulation True 
Story will deal with “the prac- 
tical problems of everyday life— 


|homemaking, child care, modern 
 adicine, fashion, national af- 
| fairs.” 


| “True Story’s bread and butter 
-has always been—and always will 
|be—true-to-life stories about 
| things that happen to real people,” 
|Mr. Heyn explained, but “any 
large circulation magazine today 
must deal increasingly” with such 
| problems. 

The magazine was started by 
Bernarr Macfadden as an out- 
growth of the “Letters to the Edi- 
tor” column of Physical Culture. 
In five years its circulation rose 
to more than 2,000,000. In «1941 | 
control of Macfadden Publica-| 
tions, Inc., 
employe stockholders headed by 
O. J. Elder, now president. 

In Metropolitan Group Comics 
on Dec. 22, True Story began a 
circulation test campaign, through 
St. Georges & Keyes, New York. 
Five-panel cartoon strips, headed 
“These things could happen to 
you,” are intended to tell just 
enough of a story to get the reader 
to buy the issue and find out how 
the story ends. 

Macfadden claims that this is 
the first time that a magazine has 
{used comics for circulation pro- 
| motion. 


Sets Fair Trade Price 

| The Toastmaster Products di- 
|vision of McGraw Electric Com- 
| pany, Elgin, Ill., has executed fair 
trade contracts in all states having 
fair trade laws, establishing both 
minimum wholesale and minimum 
retail prices on the Toastmaster 
' automatic pop-up toaster. 


| 


New folder discusses Constru 


ction, Materials and Treatment, 


with examples of each. Handy to have when you are planning 


a catalog job. Write for a copy on your own letterhead. 


BEAVERITE PRODUCTS. INC. 


35 DE WITT STREET, B 


EAVER FALLS, NEW YORK 


’ Ring Binders, Swing-O-Ring, end Proposal 
t. and Paper Cover Stocks: fer Loosetect, Plestic end Wire Bindings 


| aggressive 
| particulars, 


| 


passed to a group of | 


| An experienced man who knows the 


| wanted—travel 


— The Advertising Market Place — 


The rates for this department are as follows: 
“Representatives Wanted,” 


Wanted,” 
60 cents a line, 


minimum charge $2. Figure bold face heads 25 letters 
and spaces per line; light bodyface 34 per line. Box numbers add two 
lines. Terms cash with order. Forms close Thursday noon, 11 days preced- 
ing publication date. Display advertisements take card rates. 


Advertising Age, December 30, 1946 


“Help Wanted,” “Positions 


and “Representatives Available,” 


HELP WANTED 
“ADVERTISING & PUBLISHING | 
ALL TYPES OF POSITION 
Placements anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 8S. State _St., Har. 2063, Chicago 


YOUNG RESE ARCH MAN 
grounded in _ retail neg pce 
statistics and accounting. Kno 
edge of visual presentation of + de 
tistics, by national association. 

Box 8623, ADVERTISING AGE | 
100 E. Ohio St., Chicago 11, Ill. | 


ADVERTISING & PUBLISHING 
Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidential Intermediary. Both to Em- 
ployer and Employee. | 

SHAY AGENCIES 

30 Ww. - Washington St., Chicago 2 
PU BLISHERS REPRESEN 
Mid-West 
sectional 


/TATIVE 
territory. 
industrial 
Prefer man under 40, 
and active. Write full 
furnish photo. 

Box 8626, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
_ 185 N. Wabash Ave., Chicago 
EXPORT SPACE 
SALESMAN WANTED! 


National and 
publications. 


machine tool and welding field can 
make a permanent and _ profitable 
connection with a leading export 
publication. Good salary and profit 
sharing plan. Must travel middle- 
west. Producer might qualify on 
part time basis. Our staff knows 
of this ad. Write for immediate 
intervieW in Chicago or New York. 
Box 8647, ADVERTISING AGE 
_100 E. Ohio St., Chicago 11, Ill. | 
‘EDITOR | 
experienced, young and 
Needed by National ABC Trade | 
lication. Must have editorial 
ground, publicity and production ex- | 
perience. | 
| 
| 
| 


aggressive. 
Pub- 
back- | 


Box 8648, ADVERTISING AGE 
_100 E. Ohio St., Chicago 11, B 


COPY MAN—Key job in new agence y. 
First account one of best in South. 
Young man (26 to 33) who’s alert, 
alive, itching for achance, can write 
real selling copy. Plenty of savvy 
in agency or adv. dept. functions. 
More advertising, sales promotion | 
experience the better—if can take | 
diwection. Write 4-page letter (no| 
more, no less) with BEST sample 
(only one) to John J. Larmer, Pres- | 
ident, Piedmont Advertising Agency, | 
Ine., 


MARKET RESEARCH DIRECTOR 
Medium size Chicago Advertising 
Agency in business 37 years. Volume | 
well into 7 figures. Organizing new 
department. Should have agency or 
manufacturer’s research department 
experience, State qualifications and 
write fully. 
AGE 
Ill. 


Box 8652, ADVERTISING 
100 E. Obio St., Chicago 11, 
WANTED MAGAZINE 

PRODUCTION MANAGER 

Well known Chicago trade paper 
publisher wants production mana- 
ger, man or woman, who is experi- | 
enced on dummying, laying out for | 
efficient split fountain runs and who 
can handle details. Send full details 
in first letter and salary expected. 

Box 8653, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


SALES PROMOTION MAN 
We want a young man under 35. 
Must be a resourceful copy 


; one 


|} thorough 
| fundamentals 
|} in their 
| flair for writing, layout and produc- 


;} every phase 


Agency 


|}ough knowledge of business paper 


Salisbury 3, North Carolina. |: 


writer | 
who knows how to develop ideas in |} 


1330 W. 


HELP WANTED 


ADVERTISING ASSISTANT 
wanted by Advertising Manager of 
of largest casualty insurance 
companies in America, Unequalled 
opportunity for young man with 
knowledge of advertising 
and some experience 
application. One who has a 


tion details of 


t advertising will en- 
joy the job 


and get experience in 
of the business that can 
lead him to the top. Give education, 
experience and personal details. 
State salary expected and send 


photo of yourself. 
Box 8654, ADVERTISING AGE 
C hicago 41, Ti. 


100 E. Ohio St., 

POSITIONS W ANTED ee Fi 
MAN FRIDAY—What can I do for 
you in Southern Calif.? Exp. adv. 
man. Writing, planning, merchandis- 
ing, representation, agency branch. 
Have attractive offices. Les L.| 
Finkle, 408 S. Spring, Los Angeles. | 
ADVERTISING PRODUCTION 
experience. Available now. 
Box 8632, ADVERTISING AGE 
100 E, Ohio St., Chicago 11, il. 


WANTED Chicago-Milwaukee ad- 
vertising representation. We are 
looking for another business paper 
for our salesman in this territory 
who, for the last two years, has 
done an excellent job representing 
us exclusively on a single publica- 
tion, Interested only in commission 
plan of compensation. Pays his own 
expenses. Address: 

Box 8649, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
SALES PROMOTION MANAGER 
Seasoned woman executive, age 37, 
now managing department of large 
company desires position as adver- 
tising or sales promotion manager. 
Background in sales, sales training 
and sales management. Wide ex- 
perience in creation of sales aids, 
presentations, brochures and house 
organs. Prefer Chicago but will 
relocate. Prospectus and samples 

available. 
Box 8650, ADVERTISING AGE 
100 E, Ohio St., Chicago 11, Ill. 


COMBINATION EDITORIAL AND 
ADVERTISING SPACE SALESMAN 
experienced editorial man and ad- 
vertising salesman seeks connection 
as Chicago-midwest representative 
for established trade paper. Thor- 


requirements. Sound editorial back- 
xround. Capable space salesman. 
Good agency contacts. 
Box 8656, ADVERTISING AGE 
_100 E. “Ohio St, Chicago 11, Il. 


MISCEL L ANEOU S| 


ART STUDIO ORGANIZATION _ 


an hour from Chicago, needs new 


accounts with discriminating re- 


quirements in high-grade Finished | 


Art, Lettering, Design Layouts, 
Ty pography, Photography, Retouch- 
ing. Quality work, reasonable cost, 
good service guaranteed. 

Box 8645, ADVERTISING AGE 
100 E, Ohio St., Chicago 11, I). 
OPPORTUNITY for art director with 
capital. Fast growing Chicago 


y. 
8651, ADVERTISING AGE 
100 E, Ohio St., Chicago 11, Fil. 


EDITOR WITH GOING 
CONSUMER MAGAZINE 


seeks publisher tieup. 


P ublished in Ea 
30x 8657, ADV i RTISING 
42nd St., 


AGE 


New York 18, N. Y. | 


RE PRESENTATIVE S AVAILABLE | 


Gulf Oil Dips 
2nd Toe in Video 


New YorK—Gulf Oil Company, 
which since last June has had a 
15-minute weekly news period on 
WCBS-TV, Columbia’s television 
station, has added a second video 
program with the purchase of 
“You Are an Artist” on NBC’s| 
WNBT. The quarter-hour show} 
features artist Jon Gnagy, who 
gives video viewers sketching les- 


sons. 


Gulf has just renewed its 
Ppadncr-coggiad 4 news program for 13 
weeks. Milo Boulton, who has 


| handled the show since its start, 
| has been replaced by Larry La- 
|Seuer, CBS newsman. 

Young & Rubicam handles both 
accounts for Gulf. 

Bristol-Myers Company also has 
|a new show on WNBT. Mrs. Car- 
veth Wells “Geographically 
Speaking,” 
pany, has been dropped in favor 
of a “Bristol-Myers Show Tele-| 
Varieties” 
Tommy Farrell, comic-dancer 


| 
| 
Sales promotion, direct mail, pub- | TE XAS: for business ‘publications- 
licity and advertising. Real oppor- | industrial, trade and class groups. 
tunity in medium sized Chicago} Advertising handled entirely for 
agency. regional professional magazines. 
Box 8655, ADVERTISING AGE Francis Burt, 207% West Sixth, 
100 E. Ohio St., Chicago 11, II. Austin, Texas. Phone 2-1796. 
lis the agency. The show is re- 


layed to WPTZ, Philadelphia. 
WNBT’s five-day-weekly sched- 
ule of telecasting now is fully 


‘sponsored save for a 20-minute 
|short subject film Mondays, 


the 
“NBC Television Screen Maga- 
zine” Sundays, and a five-minute 
“Let’s Rhumba” item Fridays. 


Collins Rejoins 
Hartman Company 
Robert Collins has rejoined the 


George H. Hartman Company, 
Chicago agency, in an executive 
capacity, after 


serving more 
than eight years 
with N. W. Ayer 
& Son, New York. 

He was busi- 
ness Manager 


sponsored by the com-| 


program featuring| Ww 


with the Ayer 
| agency four years 
before becoming 
manager of its 
|radio depart- 


ment. Previous 
- Aver poten Robert Collins 
| Hartman agencies, he was with J. 


alter Thompson Company, 


son | Trade-Ways and Marshall Field 


| of film actress Glenda Farrell. Y&R | & Co. 


——— | =e 


Wismer Adds Title 


Harry Wismer, director of sports 
for American Broadcasting Com- 
pany, has been appointed assistant 
to G. A. Richards, president ot 
radio stations WJR, Detroit; 
WGAR, Cleveland, and KMPC, Los 
Angeles, effective Jan. i. Mr. Wis- 
mer, who was sports director of 
WJR when he joined ABC, then 
the Blue Network, in 1941, will 
continue to head ABC sports cov- 
erage. Presumably he will advise 
the Richards stations on sports. 


‘Post’ Hit by Shortage 

The Cincinnati Post will carry 
no display advertising for the 
period from Dec. 23 to Jan. 6, be- 
cause of its shortage of newsprint. 


We'll Pay the Price 
fora 


TOP NOTCH 
ADVERTISING 
WRITER 


We are looking for a key man for the 
creative staff of our advertising 
agency in Philadelphia to work on 
the account of one of the country’s 
largest national advertisers. If you 
are a thoroughly seasoned man, cre- 
ative, full of ideas, like to work closely 
with the principals on an account and 
are ripe for a real opportunity, you'll 
find it worth while to investigate. 
Our own men know about this ad. 
Address in confidence. 


Box 6630, Advertising Age 
100 E. Ohio St., Chicago II, 


Illinois 


COPYWRITER 
who wants to “‘Go Places”’ 


Opportunity to develop increased 
earnings, future security as ac- 
count executive with one of mid- 
west's most progressive ‘‘ten 
man’’ advertising agencies. Na- 
tional accounts, well-organized 
operation. Attractive ‘‘home-type’’ 
city, pleasant working conditions. { 
Must be natural, versatile writer, i 


Box 6627, ADVERTISING AGE 


100 E. Ohlo Street, Chicago fi, Iilinols 


HERE'S A TRIP 
That might interest you! 


Former agency man, experienced re- 
searcher, versatile interviewer and writer 
is taking extended trip through southeast, 
south, southwest and west with time avail- 
able to do original dealer research, in- 
terview jobbers, check sales and demand, 
trends ather material and write 
on-the-spot articles for business papers. 

« OF T7777 
ANYTHING | CAN DO FOR YOU? 

Will work on retainer, by the job, or 
"to suit." Will come for personal inter- 
view at own expense, within 200 miles of 
Chicago, before Jan. I5th. Leaving 20th 
Address: 

Box 6632, ADVERTISING AGE 

Address Box 6632, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 
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Paper For Sale 


National Food Monthly. Great Potential 
Market. Audited Circulation. Gross first 
year over $40,000. Publisher in ill health 
seeks firm to take 
No brokers 


right individual 
Cash not 


or 


over. important. 


Box 6633, ADVERTISING AGE 


100 E. Ohio Street, Chicago Il, md 


‘*Girl-Friday’’ For Sales 
Management or Advertising 
background. Now sale 
manager for small manufat 


Ten years’ business 
and advertising 


turer of nationally distributed product. Thor 
oughly experienced in merchandising, adver 
tising and sales promotion Excellent recor 
of performance. Advertising agency experience 
A ‘‘natural”’ assistant for a busy sales, publi 
relations or advertising executive. Can prov 
value in position requiring enthusiasm ar 
follow-through ability. Young. Pleasant per 
senality balanced by sense of humor. Repl 


Box 6631, ADVERTISING AGE 
1% E. Ohio Street, Chicago I1, Illinois 
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Alcoa's Problem: 
How to Make ‘46 
Budget Do ‘47 Job 


(Continued from Page 1) 


may occur during the year. “The 
copy as it will run originally will 
attempt to put more emphasis on 
the company that is behind the 
product,” it was pointed out. “We 
will lay stress on the approximate 
60 years of pioneering experience 
jthat we have had and the know- 
jhow that we have accumulated, all 
»f which is available to customers. 


Emphasizes Exclusives 


“We hope to get to many of 
them while their products are still 
in the planning stage. We go on 
the theory that if you are adver- 
tising a chair and the only dif- 
ference between it and your com- 
vetitor’s is one extra wood screw, 
what you should put the emphasis 
ibn the wood screw. .. We are go- 
ing to talk about things that com- 
}petition does not have.” 

As usual, Alcoa will advertise 
in a long list of business papers. 
A special campaign will appear in 
a few papers which go chiefly to 
puainens executives. Both will 
Hemphasize specific finished prod- 


Rilling Names Goold, 
‘Tests Consumer Lme 


| Rilling Company, New York and 
| Bridgeport, manufaeturer of 
| beauty shop equipment and sup- 
| plies, simultaneously named Goold 
& Tierney, Inc., New York, to 
handle advertising, and Victor 
Arnao vice-president and general 
manager of the firm. The Rilling 
Company, which started operation 
jin the Bridgeport plant Dec. 1, 
|was formerly located in Minne- 
}apolis, and had principally mid- 
west distribution. 

Advertising and sales will now 
| be national, and the campaign will 
'be restricted to business papers. 
Consumer copy is being tested, 
(‘and will appear some time early 
in 1947, with Rilling’s plans to 
manufaeture shampoos and hair 
| preparations for home consump- 
tion, 
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Aamo the 


Armed Forces 


Benjamin B. Banks (Navy) has 
rejoined the New York office of 
Ruthrauff & Ryan as an account 
executive. 

Thurman L. Kinch (U. S. Mari- 
time Service) and Robert Kenyon 
(AAF) have joined the creative 
staff of Norman Malone & Asso- 
ciates, Akron, O. 


Reach 


COUNTY 
AGENTS 


AGRICULTURAL TEACHERS 
EXTENSION LEADERS 


Use 
Getter FARMING 
METHODS 


Reach the men whose 
“NOD” may outsell 
your best salesmen 
The men who read, re- 
member, and respond to 
Better Farming Methods— 
for 18 years their busi- 
ness magazine. 


Concord Promotes Snyder 


Jack E. Snyder, who has been | 
with Concord Radio Corporation | 
for the past 16 years, in Chicago | 


and Atlanta, has been appointed 
manager of the export division. 


WATT Publishing Co., MOUNT MORRIS, ILL. 


17,000 Cireulation 


Burea 


u Of Advertising (ANPA 


Has Quick, Specific Answers to 


ructs but will bear out “the gen- | 


eral point we are trying to estab- 
lish.” 

8 Alcoa next year will launch “a 
small campaign to try to reach 
f:hought leaders at the local level,” 
<n such publications as The Atlantic 
Monthly, Christian Herald, Ki- 
vanian and Rotarian. 

The company also will expand 
©, series of department store dis- 
Dlays on “Aluminum Living,” 
» aunched in 1946. Three of these 
Shows probably will have 10 show- 
ings each during the year. With 
Seach department store showing, 
‘\lcoa provides the store with a 


Thousands of Market and Media 


Questions 


ist of manufacturers making) 


»roducts with aluminum 


sonents. 


com- 


| The list currently runs 81 type- 


written pages. It includes model 


ind private planes, automobile ac- | 
messories, awnings, boats and out- | 


Soard motors, camera and optical 
equipment, cooking utensils, elec- 


rical items, furniture, gift ware, | 


iardware, jewelry, pens and pen- 
ils, and a wide variety of miscel- 
aneous items ranging from adding 
machines and firemen’s helmets, 
uke boxes and garden hose to hair 
wavers and fishing reels. 

A magazine campaign continues. 
uller & Smith & Ross is the 


IF YOU WANT 
50% MORE! 


e offer you proof that Reply-O- 
‘tters are 50°, more productive 
than ordinary sales letters. Yes, 
proof by actual records kept by our 
customers, national advertisers you 
know well and whose judgment you 


Write to THE 


YEPLY-O PRODUCTS CO. 


$0 West 22nd Street, New York 11 


® to save you time in planning efficient 
sales and marketing programs 


® to help you get the most efficient return 
from your advertising dollar 


Complete market and media data for every one of the 3,072 U. S. counties . . . available 


for the first time in one place. On IBM cards for quick service to you in any shape or 
form required . . 
on ours. 


. without obligation or commitment on your part, strictest confidence 


Hard-pressed advertising, sales, marketing and media executives can use this service 


quickly to get: 


@ Census Bureau data—over 100 criteria for each county, including population, 
housing, agricultural, physical, trade and manufacturing characteristics: 


@ Circulation of all daily newspapers penetrating each county—never before 
available in one place: 


®@ Circulation of 17 leading magazines in each county: 


és , ' , eae 
@ “Sales Management” Magazine sales estimates and buying income figures. 


All Business Is Loeal 


Since this service was announced several 
weeks ago, scores of requests have come from 


The Bureau of Advertising, with more than 1000 daily 
newspaper members, is a non-profit service organiza- 
tion that acts as liaison between advertisers and agen- 
cies and the U.S. and Canadian daily newspaper. Other 
specific market and readership services are available. 


advertisers and agencies. We’re handling them 
as they come... so write, wire or phone your 
requests now. Only cost to you is our out-of- 


pocket expense. 


Ask us about them. 


Bureau of Advertising 


American Newspaper Publishers Association, 370 Lexington Avenue, New York 17, CAledonia 5-8575 


75 East Wacker Drive, Chicago | » 240 Montgomery Street, San Francisco 4 


Bureau of Advertising and published t he New York Sun i 


= Th) 22 ad 
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Photo by H. B. Cornelius 


THROUGH THE SPINNING GLASS 


Born of the Owens-Corning marriage, 
Fiberglas started life in a financial incu- 
bator. Today, aged fifteen, the infant 
has grown to a size that faintly puzzles 
uncles, cousins, aunts. 

It was ‘“‘Beck”’ Boeschenstein who, stint- 
ing no dollar on research, spun this unre- 
strainable empire out of glass strands 20 


*See Story on ‘‘Fiberglas,”"’ p. 86, FORTUNE, January, 1947. 


t 


times finer than human hair. Sporting a 
$3,500,000 gross in 1939, he can spy an 
annual volume of $100 million by 1950. 
And FORTUNE, in its January issue, pre- 
sents yet another Corporation Story— 
an interior look at ‘‘Beck’s’’ baby* which 
began as a lone entry and only today 
faces swung-from-the-heel competition. 


No. 11 in the “Man of Adventure” series 


There are many Boeschensteins in chase 
of what others decry as not worth the 
risk. For such men FORTUNE reports 
the Great Adventure month after month 
—penetrating the facades of industry 
while venturesome managers cram new 
meanings into that abused but hopeful 
phrase—our industrial civilization. 
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PHOTOGRAPHIC REVIEW 


HEAR 'NETWORK' STORY—American Newspaper Advertising Network recently 

told its story (AA, Dec. 16) by invitation to the New York Newspaper Repre- 

sentatives Association. Left to right: Charles J. Feldman, Des Moines Register 

& Tribune, ANAN vice-president; Lee Ward, Ward-Griffith Co., and E. H. 
Randolph, Paul Block & Associates. 


JEEP FLEET—Wilbert Products Co., New York, will give No-rub floor wax and 

other polishes a boost via a fleet of about 50 of these panelled Willys-Jeep 

station wagons in several major distribution centers throughout the country. 
Duane Jones Co., New York, handles Wilbert advertising. 
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TYDOL'S TIRES—Sales executives of Tide Water Associated Oil Co. and 
United States Rubber Co. sit in on the signing by William F. Humphrey, Tydol 
president, of a contract whereby Tydol's 10,000 dealers and stations will take 
over the complete output of U. S. Rubber's Federal Tires division, and concen- 
trate exclusively on Federal in the tire field. H. N. Hawkes, U. S. Rubber, 
(second from left, seated) also signed it. Others present were (left to right 
ated) Eugene F. McCabe, Tydol; William B. Smith, Federal; B. |. Graves, 
dol; (standing) H. C. McDermott, U. S. Rubber's Gillette division, and 
William S. Whalen, Tydol. 


ANA SPEAKERS—These are the men who addressed a recent point-of-sale ses- 

sion of the Association of National Advertisers in New York. From left to right, 

Lloyd Bernegger, general sales manager, Whitehall Pharmacal Co.; Chester 

Thompson, sales promotion manager, Calvert Distillers Corp.; J. Gilbert Baird, 

sales promotion manager, Electric Appliance division of Westinghouse Electric 

|Corp., and Ralph L. Godfrey, assistant director of merchandising, Revlon 
Products Corp. 


ee 


OF THE 


WEEK 


A BELLE TO MARKET—Belle of the 
American Marketing Association in 
New York Christmas party last week 
was Abbe Marshall, currently being 
groomed for stardom by M-G-M, who 
was selected “Miss AMA Christmas 
Party"’ for 1946. The starlet has been 
heard on many network radio programs, 
and appeared in several Broadway 
musicals, including ‘Mexican Hayride’ 
and "Springtime in Brazil.’’ 


GLASS 
FINISH © 


SALES AID—R. M. Hollingshead Corp., 
Camden, N. J., is releasing to food re- 
tailers this counter display holding a 
can of the company's new Whiz mirror 
and glass finish. A merchandising cam- 
paign, with ultimate national distribu- 
tion in view, is being carried on 
through food brokers in key markets. 


REJOINS CBS—George 8B. Storer, 
president of the Fort Industries and of 
the West Virginia Broadcasting Corp., 
which operates WWVA, 50,000-watt 
station in Wheeling, W. Va., looks on 
as Herbert V. Akerberg, CBS vice-presi- 
dent in charge of station relations, signs 
a contract returning WWVA to the net- 
work's affiliate list next June 15. 
WWYVA first became a CBS outlet in 
1931, but transferred to ABC in 1941. 


Some things you should know about your doctor 


No. 200 m o series of messnges from Porke, Dovis & Co 


the importance of promp? and proper medica! care 


fm PARKE, DAVIS & CO. 


TRIBUTE TO DOCTORS—Carrying the familiar ''See your doctor’ theme into 

its 19th year, Parke, Davis & Co., Detroit, pays special tribute to physicians in 

No. 200 of the series of editorial-styled magazine messages. The full-color 
series will continue through 1947 in Hygeia, Life and Parents’ Magazine. 


PRESIDENTIAL SPECIAL—Five adclub presidents were on hand for the meeting 
at which Allan Preyer, third from left, chairman of Morse International, ad- 
dressed the Advertising Club of the Columbus Chamber of Commerce. Left to 
right are Herbert Wise, Byer & Bowman Advertising Agency, president of the 
Columbus club; Mrs. Cloria Dunbargar, Cox & Dunbargar Advertising Agency, 
president of the Women's Advertising Club of Detroit; Mr. Preyer; Erma L. 
Oehler, Fuller & Smith & Ross, president of the Women's Advertising Club of 
Cleveland; Clay Reely, also of F&S&R, president of the Cleveland Advertising 
Club, and Karl T. Finn, ad director, Cincinnati Times-Star, president of the 
Advertisers Club of Cincinnati. 


You'll like it in the 


COAST GUARD 


AMERICA’S OLDEST SEAGOING SERVICE 


CAR CARDS FOR COAST GUARD—The transportation advertising industry 
will devote 70,000 car cards next month, in cooperation with the Advertising 
Council, to aid enlistments in the Coast Guard. 


ADMAN ‘MISSING HEIR'—Morris Resnick (left), assistant advertising manager 
of Hearn's Department Store, New York, is interviewed by Jim Marshall, coun- 
selor of "The Court of Missing Heirs" program on the ABC network, after the 
adman was discovered to be co-heir of a $9,000 cash estate left by his father. 
His sister, Annette Resnick Caplan, of Los Angeles, shared the windfall with him. 
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BBC Extension 
Ends Hope for 
Commercials 


Lonpon—The British Broadcast- 
ing Corporation, whose functions 
as a semi-state monopoly under 
royal charter were to have expired 
Dec. 31, 1946, has been extended 
by the British government for an- 
other five years. . 

At the same time it was an- 
nounced in Parliament that the 
British government had failed to 
achieve control of Radio Luxem- 
bourg, the only European station 
from which advertising can be 
broadcast now. Britain had earlier 
tried to gain control of the conti- 
nental station and prevent com- 


|mercial broadcasts aimed at Eng- 
lish listeners. 

| Extension of the BBC will result 
|}in another five years of advertising 
|silence over British airwaves. 


Boosts Greene and Cohen 


F. Robert Greene and Nat L. 
Cohen have been appointed assist- 
ant general manager and sales 
manager, respectively, of Station 
WGR, Buffalo. Both will continue 
to contact local and national ad- 
vertisers, with representation in 
the national field by Free & Peters. 


Centralab Names Agency 


The Centralab division of 
Globe-Union, Inc., Milwaukee, has 
placed its advertising with Klau- 
Van Pietersom-Dunlap Associates, 
Milwaukee. Centralab manufac- 


tures electronic components. 


Philco Output at 
All-Time High; 
Record ‘47 Seen 


(Continued from Page 1) 
lings statement from John Bal- 
lantyne, president, showing that 
“when the excess of net income 
over dividends for 1946 is added”’ 
to previous years’ figures, “more 
than $10,000,000 will have been 
reinvested from earnings and 
profits since 1939.” 

While a “heavy loss” was sus- 
tained in the first quarter of this 
year “as a result of labor and 
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other difficulties experienced by 
our suppliers, and extraordinary 
expenses incident to reconver- 
sion,” Philco’s operating earnings 
in recent months “have increased 

. substantially,” Mr. Ballantyne 
| reported 


Big Expansion Planned 


| An expansion program launched 
after V-J Day will involve an out- 
lay of about $13,000,000 by next 
year. This includes a large new 
plant, now partially in operation, 
adjoining Philco’s main factory 
here. Ps 
Refrigerators hold a much 
greater place in Philco’s produc- 
tion plans than before the war. 
The 1941 sales diversification was 
62% radio, 24% refrigerators and 
air conditioning, 14% other prod- 
ucts. 


The People’s Meeting Place 


IN WASHINGTON, D. C. 


IN 


WASHINGTON 


thousands of people 


meet each other every day through the 
Classified Advertising columns of The Star. 


In this great public market the people list 
their wants, they name their terms, they 
strike their bargains, they close their deals. 
Here there are no middle-men, no soliciting 
agents, no high-pressure salesmen. Here are 
the people talking to the people, people 
looking for people, people trading with 
people — people with things they are willing 
to sell, people looking for things they are 


anxious to buy. Here is Democracy, Free 


Enterprise, Free Trade—the 
their own affairs. 


people running 


The Star is proud of its dominance in 
classified advertising. The Star furnishes the 
medium — but the people do the rest. They 
choose The Star as their medium because 
they know The Star is a welconfe and inter- 
esting visitor in most Washington homes. It 
is delivered to more Washington homes than 
any other newspaper, for it has won their 
respect —and it holds their confidence. 


Latest Count of Number of Classified Ads in Washington, D. C. 
Sunday Newspapers, October 27, 1946 


Help Wanted 
Situations 
Sale Miscellaneous 
Wanted 
Rent Rooms 
Wanted Rooms 
Apartments Wanted 
Apartments Rent 
Houses Rent 
Houses Wanted Rent 
Houses Sale 
Suburban Sale 
Farms Sale 
Autos Sale 
Autos Wanted 
Death Notices 
Memoriams—Card Thanks 
Lost and Found 
Educational 
Music 
Stamps 
Dancing 
6g. 65:4 v5 v os Oe a Oe eS 
Business Opportunities 
Resorts and Travel 
Cea CUMMMAEIANS: 5 5 gu kos cc ce cic nus 


Miscellaneous 


bie OE en SS AEROS 08-5 OS 
bene C4 oS @ 6 Oe £2 480 8 © 


TOTALS 


Percentage of Total 


en Pee ae eee ie ee a ee 2 ee a 


Cok whin 666 S46 26 HOC 4 4 O'S 64 OSSD OED 


Ce ue ne ee 


Times- 
Star Post Herald 
ve 7i7 216 280 
Lar 285 37 18 
ee 1,304 261 114 °- 
ee 115 31 20 2 
peta 322 89 82 
oe 42 5 0 
4 226 72 61 
shane 59 ll 10 
dim 10 1 0 
hay 47 45 0 
reais 687 188 166 
re 492 213 107 
Ree 73 25 10 
pbisd 102 15 36 
Pee 49 25 25 
evn 66 41 18 
er 19 1 1 
ee 37 17 23 
ree 39 29 0 
‘ax 5 0 1 
bss 15 47 0 
were 3 0 0 
90 26 18 
iad 292 62 44 
ree 32 32 35 
1,137 234 254 
—— — —_ 
ees 6,265 1,723 1,323 
avy 67.3% 18.5% 14.2% 


Classified Ads from the general public are never solicited by The Star 
All are voluntarily inserted. 


DAN A. CARROLL e@ 


NEW YORK 


J. E. LUTZ @ CHICAGO 


This year’s output, despite | 


reconversioa problems and ma- 
terials shortages, will exceed the 
company’s 1941 production of 185,- 
000 refrigerator units. 

Philco’s new line of refrigera- 
tors thus far has been promoted 
mainly through “The Breakfast 
Club” (ABC, Mondays through 
|Fridays) and the response in 
terms of consumer orders has been 
‘terrific,’ AA was told. 

A recent estimate placed the 
backlog of orders at $75,000,000 
for Philco radios and $77,000,000 


for Philco refrigerators. In 1941, 
Philco’s peak peacetime year, 
sales reached $77,000,000. This 


year’s figure will exceed $100,000,- 
000, a Philco official predicted. 


Speeds Quick-Freeze Units 


Both refrigerators and Philco’s 
new line of home quick-freeze 
| units will be in volume produc- 
| tion in the company’s new plant 
‘early next year. The present out- 
put of the quick-freeze units, al- 
| though still small, is believed by 
| Philco officials to be greater than 
any competitor’s. 

_ The company is “pretty much 
out of the woods” as far as ma- 
terials shortages and reconversion 

problems are concerned, James H. 
'Carmine, vice-president in charge 
/of merchandising, reported. Phil- 
/co’s advertising budget, he said, 
| will be “much greater” next year 
| because of the expected spurt in 
volume of production. 

While declining to give any fig- 
| ures, Mr. Carmine said that Philco, 
|with its participation in “The 
| Breakfast Club” and its Bing 

Crosby and Burl Ives programs, 
|is by far the biggest advertiser 
| in radio among radio and appli- 
ance manufacturers. 

Scoffing at the storm of contro- 
versy over the transcribed Crosby 
show, Mr. Carmine, who was 
chiefly responsible for corraling 
the crooner for Philco, said he was 
“tickled to death” with the pro- 
gram, was “sold on transcriptions’”’ 
as a “powerful selling weapon” 
and wonders why nobody took up 
the idea before of using such a 
' show the way Philco is doing. 


Station Total Is Secret 


The number of stations on which 
| the Crosby show has been placed 
| outside the ABC network is still 
/a Philco secret, but Mr. Carmine 
'said the company expects to see 
a total of 400 stations airing it 
by next Feb. 1. Steps to place the 
show on foreign stations will get 
under way early next year, he 
added. 

Local Philco dealers—the com- 
pany has something in excess of 
26,000 retail outlets—sponsor the 
Crosby show on stations in areas 
not reached by the ABC network 
broadcasts. 

Crosby gets a bonus on his cut 
in the $22,500 Philco pays for the 
program when the number of out- 
lets gets beyond 325—that much 
the sponsor will confirm. But the 
report that Crosby must do tk 
show live if the Hooperating dro 
below 12 is a factor which Phil 
officials still refuse to affirm. 

On the last Hooper rep 
Crosby was 49th with a 13.4. Ev 
so, he was out-Hoopering oth 
radio songsters, including Sinatra 
Dick Haymes, Dinah Shore and 
Ginny Simms. 


Forms New Public & 
Industrial Relations 


Public & Industrial Relation 
Ltd., incorporated as a new com- 
| pany, has taken over the business 
|of Public Relations Service, a di- 
vision of Vickers & Benson. The 
new company kas offices in the 
Keefer building, Montreal, and i! 
Toronto, with Kenneth McArdle as 
| president, Other officers are: D. F 
Benson, vice-president; R. H 
Vickers, B. J. McGuire and Harold 
E. Walker, K. C., directors. The 
Toronto office, operating a self- 
| contained unit, is under the direc- 
| tion of J. Bryan Vaughan. Harold 
E. Freeman is manager of the 
'news bureau of both offices. 
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Advertising Age, December 30, 1946 


Tampa Newspapers 
Fight City’s Tax, 


Last Minute News Flashes 
Taylor Expands Whisky, Rum Schedules 


New York —W. A. Taylor & Co. is resuming advertising on Old 
Smuggler blended Scotch whisky (lightly promoted prewar) in page | 


: « : or | 
a eg lig gh gen pp ig Td 


|March, for Maraca rum (introduced last September, in New York 


(Continued from Page 1) 
files of the newspapers. 


The first amendment to the Con- | Life, Pic, Sports Afield, and True. 
'M. W. Kellogg Appoints Walter Weir | 


stitution, the brief says, guaran- 
tees the freedom of press from all 
restraints, including that of taxing 
the privilege of publishing and 
distributing newspapers. 


Won a Similar Case 


“The gross receipts accruing to 
(the two newspapers) are in di- 
rect proportion to the circula- 
tion thereof,’ the brief asserts, 
“and the attempt of the defendant 
to levy a license tax thereon is 
as surely a violation of the guar- 
anty of freedom of the press as 
an attempt to impose a tax based 
upon the number of copies of such 
newspapers actually distributed.” 

The Tampa papers several years 
ago won a suit involving the city’s 
attempt then to levy a tax based 
on circulation. 

Finally, the brief declares that 
that part of the ordinance giving 
city officials the right to inspect 
the newspapers’ files, in order to 
enforce the ordinance, would vio- 
late their freedom, because city 
officials would be able to find out 
how the papers obtain information 
respecting city administration. 
Such authority, the brief says, is 
tantamount to censorship by city 
officials. 


Chemclad Plastic 
Cordage Will Be 
Promoted in ‘47 


Mount Arry, N. C.— Carolina 
Industrial Plastics Corporation in 
1947 will launch a national cam- 
paign for its Chemclad plastic 
cordage, using magazines, trade 
publications and direct mail. Houck 
& Co., Roanoke, Va., is the agency. 

Copy will emphasize that Chem- 
clad has a smooth, even surface 
that does not soil, that it has 
almost no stretch, will last almost 
a lifetime and may be used as a 


and two-thirds page space in Collier’s, Fortune, Gourmet, Newsweek, 


newspapers) via two-thirds and half pages in American Legion Maga- | 
zine, Collier’s, Elks’ Magazine, Esquire, Field & Stream, Life, Outdoor | 


| New YorKk—M. W. Kellogg Company, Jersey City, has named 


| Walter Weir, Inc., to handle its advertising and public relations, effec- | 


| tive Jan. 1. The company, whose principal business is refining, op- 


| erates a subsidiary, Kellex Company, which has been active in de- 
| veloping atomic power for industrial application. Both companies 
are affiliates of Pullman Company. Industrial, business and financial 
papers will be used. Gordon F. Baird will be account executive. 


Goodyear Plans New ABC Show 


AxKron—Goodyear Tire & Rubber Company was expected to sign 
contracts late last week for a new half-hour radio program, “The 
Greatest Story Ever Told,’ dramatizing Biblical stories, to be aired 
over the ABC network Sundays at 6:30 p.m., EST, starting in Jan- 
uary. Kudner Agency, New York, handles the account. Marx Loeb, 
a CBS producer-director for the past eight years, is resigning Jan. 1 
to handle the show, but will continue to handle “Radio Reader’s Di- 
gest” on CBS. 


Brodsky Succeeds Stege as Pepsodent Ad Head 
Cuicaco—Frank R. Brodsky, advertising manager of the Pepsodent 

division of Lever Brothers Company, has been appointed director of 

advertising, the position formerly held by George R. Stege Jr., who 


THIS NEW MINUTE Rice is 
WONDERFUL! PRE-COOKED- 
ITS SO QUICK, SO EASY! 


JUST DUMP IT INTO 
BOILING WATER AND 


AND IT COMES OUT 
LIGHT AND FLUFFY 
EVERY TIME! 


== 


NO WASHING! 


NO RINSING! | IMAGINE! LIGHT, 
NO DRAINING! } FLUFFY, PERFECT RICE- 
IN ONLY 10 MINUTES ! 


COOm, LAKE AND 


EXTENDS DRIVE—General Foods has 
extended to newspapers in the Chicago 
area an introductory campaign for Min- 
ute rice cereal which began in Atlanta 
and Philadelphia in the fall, through 
Young & Rubicam. Plans for extension 


the scarcity of rice. 


has been named Pepsodent’s director of sales (AA, Dec. 23). 


Kleppner Gets Dewar’s Scotch Account 

New YorkK—Schenley Import Corporation has appointed The Klepp- 
ner Company to handle advertising for Dewar’s White Label Scotch 
whisky, formerly handled by Weiss & Geller. Kleppner already 
handles the Gonzalez and Byass wines account for Schenley Import. 


Farrell Names Butler A. M. 
New YorK—G. Vincent Butler, formerly advertising manager of the 
McGraw-Hill Digest, has joined Farrell Publications as advertising 
manager of the new foreign language edition of International Digest. 


Conde Nast Gives Ashaway Affiliate 
Living-Cost Raise Handles 2 Items; 
| New York—Condé Nast Pub-| Fy pects to Expand 


| lications last week announced that 
beginning in January all employes| AsHaway, R. I.—Ashaway Line 
|earning $75 a week or less will, & Twine Company, maker of fish- 
|receive a blanket increase 
|121%46% to meet rising costs of liv-' other products through its sub- 
ing. sidiary distributing company, Ash- 
At the same time, Iva S. V. Pat- | away, Inc. 
cevitch announced a _ year-end; The company had _ previously 
bonus of one week’s salary for em-|sold to sporting goods stores and 
| ployes of more than six months but | other retail outlets, but last spring 
| less than one year; two weeks’ pay | decided to set up an independent 
| for 1-5 years; two-and-one-half | distributing organization at Wes- 


of |ing lines, is now distributing two | 


general - purpose replacement for | weeks for 5-10; three weeks for 
cotton, hemp, jute and even ma-/ 10-15; three-and-one-half weeks 
nila rope. It comes in four sizes, | for 15-20, and four weeks’ 
up to one-fourth inch in diameter. |for those employed 20 years or 


pay | 


The .15-inch diameter size will 
be promoted separately as a 
clothesline, to be made in 50-foot 
interconnected hanks, retailing for 
$1.25. Plans have not been com- 
pleted for the clothesline promo- 
tion. 

The company, formed by R. N. 
Bonnett, D. L. Webb and L. B. 
Webb, chemical scientists, has 
established partial distribution for 
Chemclad in several widely spread 

reas in the U. S. Distribution is 

andled through regular wholesale 
‘Mjannels to the grocery, hardware 
aMid home furnishings trades. 


“Sporting News’ 
Appoints Drake 


more. 

This bonus is in addition to a 
special week’s salary paid in 
August, and applies, along with 
the salary increase, to all the com- 
pany’s 2,300 employes, 800 of 
whom have been with the com- 
pany more than 10 years. 

For the first nine’ months of 
1946, the company stood fifth in 
advertising volume, exceeded only 
by Time, Inc., Curtis, Hearst and 
|Crowell-Collier. For the first nine 


| Airosol to Westheimer 


| Airosol, Inc., Neodesha, Kan., 
manufacturer of Airosol DDT 
bombs and Sterel Di-Propylene 


iterly, R. L., 


| which would handle 


related but non-competitive lines. 

The company spent the summer 
in testing products, and did not 
begin to push its distributing or- 
ganization aggressively until this 
fall. 

At present, Ashaway, Inc., 
handles—in addition to company 
products— 448, an insect repellant, 


and Linelight, a preservative for | 


Has Your Salary 
Gone Up Enough 
to Beat Old HCL? 


New York—American execu- 
tives have a right to feel that they 
are fighting a losing financial 
battle, a study by William E. 
Dugan, chief 
|for Laidlaw & Co., discloses in the 
| January Fortune. 
| The man who made $5,000 in 
'1940 has to make $7,500 in 1946 
to compensate for a 20% loss in 
| dollar purchasing power, and for 
‘increased taxation. The $10,000- 
/a-year man in 1940 would need 
$17,500 (a 75% increase) to re- 
store his 1940 purchasing power, 


and the man who made $20,000 in | 
1940 must make $40,000 (a 100% | 


increase) for equivalent purchas- 
jing power and will be slightly 
under his 1940 purchasing ability. 

Thus, even after salary in- 
creases, many Americans making 
over $5,000 a year are worse off 
now than they were in 1940, For- 
tune reasons, and the magazine 
says this attrition is significant be- 
cause “the state of mind of men 
in the upper income brackets is a 
peculiarly important factor in the 
U. S. economy.” 

Mr. Dugan points out that per- 
sonal pessimism over financial 
problems probably is an important 


fishing lines. Eventually the com-| Stock market factor, and Fortune 
pany expects to distribute rods,|eports men with $5,000-and-up 
‘reels, creels and other sporting | imcomes actually saved 40% less in 


equipment. 


The parent organization 


| 
has 


1945 than they did in 1941. 
“Of course,” the magazine says, 


been a Kelly, Nason account for |“Most executives of large corpo- 
months, the company’s three pub- | the past five years, and uses out-|Tations are protected against pri- 
lications racked up 9,326,569 lines. door magazines, plus Holiday, Pic|V@tion in old age by company- 


and True. 


|Names Speer A.M. 


| James K. Speer, assistant ad- 
vertising manager of Commercial 


Sporting News, published by|Glycol bombs, has named West-| News, Los Angeles business news- 


St. 
Publishing Company, 185 N. Wa- 


\R. J. Potts-Calkins & Holden, 


Charles C. Spink & Sons Company, | heimer & Co., St. Louis, to handle | paper, has been appointed adver- 
Louis, has appointed Drake/|its advertising, effective Feb. 1. 


| tising manager, succeeding Harry 
| L. Jewett, who has been named 


bash Ave., Chicago, and 535 Fifth| Kansas City, Mo., formerly han-| Managing editor of Mi-Lady, Cali- 
Ave., New York, as national ad-/|dled the account. Newspapers and | fornia fashion magazine, Allen C. 
vertising and promot’a repre-|trade publications will be used.| Deming, and Dorothy Noite, for- 


sentative. 

Pacific Coast offices will be 
opened later. 
Sharp with Kline’s 


Milton I. Sharp was erroneously 
reported in the Dec. 23 issue of 
AA to have joined the H. George 
Block Advertising Company, St. 
Louis. Mr. Sharp is advertising 
manager of Kline’s, women’s spe- 
cialty shop, where he has been for 
a year, and where, he says, he has 
every intention of staying. 


Copy is also scheduled to appear 
in Life. 


‘Prepares Mat Service 


Stromberg - Carlson Company, 
Rochester, N. Y., is distributing a 
| 32-page ‘Retail Advertising Serv- 
| ice Book” to its authorized dealers. 


The mat service book, prepared 
for the company by McCann- 
Erickson, New York, is divided 
into three parts: Illustrations, 
complete ads and _ advertising 
| helps. 


ap 


|merly in the art department of 
|Barnes Chase Company, have 
| joined the paper's advertising de- 
partment, 


Austin to ‘Cash Box’ 


Bob Austin, advertising man- 
jager of Music Business for the 
past year, and previously handling 
talent and band advertising for 
Billboard, has joined Cash Boz, 
weekly of the juke box industry, 
as advertising manager of the 
‘music division. 


; sponsored profit-sharing and pen- 
‘sion plans. As their personal sav- 
ings dwindle, however, these men 
|become less and less inclined to 
shift to jobs with other companies, 
launch new businesses and take 
on the usual risks expected of fi- 
nancial ‘independents.’ ” 


‘Named KYW Manager 


Robert E. White, 
and public relations 
KDKA, Westinghouse 
Pittsburgh, has been 
manager of KYW, the 
50,000-watt station 
delphia. 


educational 
director of 
station in 
appointed 
company’s 
in Phila- 


Appoints Thayer 
John W. Thayer, with United 


Cooperatives in Alliance, O., has | 


been appointed sales manager of 
the Milwaukee Hay Tool Com- 
pany, manufacturer of hay han- 
dling and steel barn equipment. 


to other markets have been slowed by | 


investment analyst | 


Economist Nathan, 
Publicist Sarazan 
Form Partnership 


WaASHINGTON—Robert R. Nathan, 
author of the highly controversial 
report to the CIO on wage-price 
relationships, is teaming up with 
Bert M. Sarazan, publicity director 
|of the Hecht Company here, in a 
|public relations organization te 
|serve major retail stores through- 
out the country. 

With Hecht Cempany as its first 
aecount, the new firm expects to 
provide advice on publicity, ad- 
vertising and commodity markets 
to a list of large department stores. 

The new organization will re- 
main separate from Nathan’s eco- 
nomic consulting firm, which 
made the wage-price report serv- 
ing as the theme for CIO’s 1947 
wage demands. 
| Mr. Sarazan, a native of Texas, 
jhas made Hecht Corapany public 
'relations work nationally famous 
since he came here in 1936. Dur- 
ing one war year, more than a 
third of the store’s large adver- 
| tising budget was devoted to war 
|bond and other public service 
| campaigns. 


Hecht Windows Famed 


His public relations work was 
recently climaxed by a 50th anni- 
versary dinner for the store, at- 
tended by several hundred mem- 
bers of Congress, cabinet mem- 
\bers, Supreme Court justices and 
other notables. 

Hecht Company display win- 
| dows tied in with community and 
|other current events have re- 
jceived nationwide recognition. 
| During the current Christmas sea- 
son the store has five special win- 
dows devoted to the Uncle Remus 
characters from Walt Disney’s 
“Song of the South.” 

Mr. Nathan became nationally 
famous as economist for the WPB, 
and for the Office of War Mobili- 
zation and Reconversion. As author 
of OWMR reports, he was a key 
figure in the fight to maintain 
price control through the recon- 
version period. 


Sterling-Bayer Expands 
‘47 Canadian Campaign 


Sterling-Bayer division of Sterl- 
|ing Distributors Ltd., selling or- 
ganization of Sterling Products 
Ltd., Windsor, Ont., has announced 
a 1947 advertising program adding 
13 dailies, 51 weeklies and a num- 
ber of magazines and farm pub- 
lications to the present list of more 
than 200 Canadian publications. 
Thompson - Koch Company, New 
York, places this advertising. 

Two radio programs for Bayer 
aspirin, “The Album of Familiar 
Music” on the Trans-Canada CBS 
network and “Les Secrets du Dr. 
Morhanges” on CBS Quebec, will 
be continued. Both are handled 
by Dancer-Fitzgerald-Sample, To- 
ronto. 


Launches Shirt Drive; 
Advances Schlink 


| Hessler Mfg. Company, Port- 
land, Ore., maker of wool shirts, 
| has launched an eight-month cam- 
|paign using full-page, full-color 
ads in Field & Stream, Holiday. 
Men’s Reporter, Outdoor Life, 
Sports Afield, The New Yorker, 
Time and True. Joseph R. Gerber 
Company, Portland, handles the 
account, 

Henry F. Schlink, sales promo- 
tion manager, has been promoted 
to general sales manager of 
Hessler. 


Eureka Names 4 V.P.s 

W. A. Matheson has been ap- 
pointed executive vice - president 
of the Williams Oil-O-Matic di- 


vision of Eureka Williams Cor- 
poration, Bloomington, Ill. George 
T. Stevens has been named execu- 
tive vice-president in charge of 
the Eureka division. O. E. Ne- 
smith has been appointed vice- 


president in charge of engineering 
and Gray H. Bernard, vice-presi- 
dent in charge of promotion 
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ONE OF THE 12 BAS! 
HUMAN INTERESTS 


‘The Broken Atom. 
and Our Destiny’ 


% 


Ses 


What this incredible power may do for man... 


what it can do to man 


HE ATOM as a new medical weapon 
tae cancer... the atom as a 
new source of power for transportation 
... the atom, a nightmarish instrument 
of death... each of these vast potential- 
ities was discussed —clearly, analytically, 
authoritatively —in 11 articles that ap- 
peared in The American W eekly between 
September 1945 and June 1946. 


the millions of readers of The 


'nertcan Weekly, this series on various 
ispects of the atom brought home the 
r-alization of what this tremendous force 
can mean to each individual’s health. 
his way of life, to his future. 


Here, in this exciting chronicle of a 
hig oment in history. Americans were 
i ssec by the lofty stature science had 
For, through science. humble 
it last held within his power—for 
for evil—the incredible energy 


ifomic universe. 


Ed torial success—and the 12 interests 
- is only one of the 12 basic hu- 
man interests that 


Ul cent these 


move Americans. 


interests, so deep-seated in 


all of us, one of the most successful 
magazine editorial policies has been built. 

It is a policy that cuts across all class 
lines. It appeals to everyone, regardless 
of income, regardless of education or 


social standards. It is the editorial policy 


of The American Weekly. 

People everywhere are caught and 
held by the vital stories in this maga- 
zine. These stories, every one of them, 
are true. Every story, even the most 
technical is written so that everyone can 
read and understand. 

This ability of The American Weekly 
to make a “deep” subject clear, exciting 
and authoritative is widely recognized. 
The series of atom articles, for example, 
beok on 
atomic energy by Robert Potter. Potter 


are the foundation of a new 


revised and rearranged the articles for 
his recent book, “The 
Of this 
Times says: 


Atomic Revolu- 


tion.” work. the New York 
“Robert Potter knows his subject . . . 
knows how to discuss it with simplicity 
. no better book on atomic energy has 
appeared.” 


Weekly habit in 8,804,000 homes 


It is no wonder, then, that The American 
Weekly reaches one out of every four 
American families every week. This great 
magazine provides effective coverage in 
more communities of every size than 
any other publication. It is read by 46% 
of the more than 13,700,000 families 
that live in 760 key cities of over 10,000 
population. In these communities more 
than 50% of all retail business is done. 
The American Weekly carries the adver- 
tiser’s message at a lower cost per thousand 
than any other leading weekly publication. 


Ye. Cock-a-Doodle-Do 

j A Life Magazine survey shows 
that Life has 17,800,000 readers 
over 19 years of age, including 
“pass-on”’ circulation. The American 
Weekly, according to Dr. Daniel Starch, 
has 17,495,299 readers over 18, without 
“pass-on” readership 17,495,299 


PRIMARY READERS. 


THE 


Greatest 
Circulation 


in the World 


Typical articles in The American Wee 
designed to satisfy the 


12 BASIC 
HUMAN INTERESTS 


ACHIEVEMENT: Jackie Cochran's Crowded Li 


Dec. 29, 3 
CULTURE: Art—or Just Kid Stuff? . Dec. 22, If) 
FAITH: The Face of Christ Dec. 22, 1 


HEALTH: Furacin, New Wonder Foe of Infection 


Jan. 5, 


HEROISM: Heroine in Newfoundland Dec. 29, 


MYSTERY: A Sister's Instinct . 


— 


Dec. 22, 


RECREATION: Those Healthy Teen-Agers 
Dec. 29, 


ROMANCE: From Palace to Hicksville Dec. 29, 


SCIENCE: Out of the Darkness . . . Dec. 29, 


SECURITY: Richest Little Town . . . = Jan. 5, 


SELF-IMPROVEMENT: Sign-Post to Success: | 
Avoid Detours ..... . Dec. 22, 4 


TRAGEDY: The Late Bertram Campbell's Last Geet 
Dec. 29, 14 


MERICAN 


EEKLY | 


“The Nation’s Reading Habit” 


MAIN OFFICE: 


959 EIGHTH AVENUE, NEW YORK 19, N. Y. 
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